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Atlas Design 


Byron Design 


The exact thickness of baked transparent coating is checked by electronics — just one of 
the checks which guarantee the best quality protection of the famous Dexter jewelers finish. 


4 Cascade Design 


Quality design, craftsmanship, materials .. . 
DEXLOCK 


quality that’s built into every Dexter lock, quality sev DEXTER 


so uncompromising it has placed Dexter locks 
DEXTER LOCK DIVISION 


Dexter Industries, Inc. — Grand Rapids, Mich. 


In Canada: Dexter Lock Canada lLtd., Galt, Ontario. 
In Mexico: Dexter Locks, Plata Elegante, S.A. De C.V. 
Monterrey. Dexter locks are also manufactured in Sydney, 
Australia and Milan, Italy. 


BUY DEXTER 


~ 


among the world’s finest. Quality that sells! 








WHAT IS “DSC”? This insignia 
above, which you'll see used with many 
articles in A.L., is a symbol for DEAL- 
ER SALES CONTROL. It is one of the 
permanent principles guiding our edi- 
tors. It signifies a progressive manage- 
ment method—controlling the sale— 
which works for the home building re- 
modeling, farm and commercial markets. 

When a dealer controls his sales, he 
performs services for either contractor 
or consumer, assuring adequate profit 
on materials and customer satisfaction. 





Something To 
Think About... 


¢ Trade-in plans for buyers of new 
homes are growifig. A family with ade- 
quate shelter naturally hesitates to buy 
a new home, no matter how much they 
want to, unless they can be sure that 
their used home can be sold. 

Lumber dealers, who build homes or 
control the sale of their contractors’ 
houses, are aware of this problem. Trade- 
in plans were discussed during two 
separate meetings at the recent NRLDA 
Exposition in Cleveland. 

At one of the meetings, it was ex- 
plained that a trade-in involves consider- 
able risk for the dealer or builder. One 
dealer’s answer: Don’t price the new 
home until you know how much the 
prospect wants for his old home—then 
mark up the new one so you absorb any 
difference between what you allow for 
the old house and what you can re-sell 
it for. 

The new house, under such a plan, is 
sold at what has become known as a 
“packed price.” 

This has been successful, said the 
dealer, because the buyer is pleased that 
he is getting more for his old home than 
it is worth. 

But while such a plan is successful, is 
it not also dishonest? In reality the dealer 
is deceiving the buyer by allowing him 
an inflated allowance for the trade-in, 
tacking the extra allowance onto the new 
home price. 

To understand the dangers of this 
practice, look at the automotive industry, 
where the “packed price” reached its 
height a few years ago. 

The public resentment against such 
deceptive pricing became so pronounced 
that the auto industry had to admit it 
was basically dishonest. Now the dealer 
must clearly display the factory-suggested 
list price on each car. 

One reason that imported cars are 
highly regarded is because they rigidly 
maintain a firm list price. When you buy 
a foreign car you get only the market 
value for your trade-in. It is a clean 
deal, which fosters confidence and respect 
for the business man. 

It is true that it is easy to delude a 
buyer into thinking you are giving him 
something for nothing. But sooner or 
later the public becomes aware that all 
is not “according to Hoyle.” When that 
happens the entire housing industry will 
suffer in public esteem—and in sales. 
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American Lumberman, December 21, 1959 


NAHB'S RECENT MEETINGS ON COMPONENTS suggest that the time for coordination 
with dealer-fabricators is long overdue. As discussed in our news section 
builders and manufacturers have had several quiet sessions to discuss 
"system" or "systems" with flexibility and built-in cost savings. 


Increased builder interest in components has been noted fairly recently-- 
mostly in the last six months. A NAHB budget for research on components, 
for example, is going through largely on an emergency basis, not as the 
result of long-range planning. 


FORECASTS FOR 1960 HOME BUILDING have taken a conservative tone as the year 
ends. In general, they agree with our October prediction of about 1.2 
. million houses. Business Week this month forecast 1,150,000 homes after 
taking a look at rocky count for November and sizing up the deteriorating 
picture of VA and FHA mortgage financing. Dollar volume, they feel, will 
top every year except 1959. Higher land cost is largely credited for 
this forecast. 


SOARING LAND PRICES are also cited as the reason for the two-story NAHB 
Research House to be discussed in our next issue. Built on the campus of 
Michigan State University, the whole project is largely keyed to testing 
time-saving one-story techniques on a multi-story structure. 

Importance of two-story for the future is underlined by NAHB's plans to 
devote a full day to this house at the convention January 19th in Chicago. 
New materials and new ways of using them, also are featured in this home. 


Publicity has been scarce because some producers are trying products, 














which may or may not work out. If they do, you'll soon be handling some 
of the first truly new items in many years. 








MORE LOW COST HOUSING FOR YOUNG-MARRIEDS is a growing concern of the industry. 
Congress has it on the agenda for January. During the NRLDA convention 
at Cleveland, we learned that the Shaker Heights Savings Association in 
a nearby suburb, has a new plan. In January, they will introduce a "financ- 
ing plan for young married couples, which could have national significance," 
according to Alexander Mintz, the firm's president. 


SCHOOL CONSTRUCTION IS DROPPING sharply, down 4% this year with a 20% decline 
predicted for 1960. The reasons: tight money, a temporary decline in the 
elementary and junior high school population.~ Modernization, however, is 
in the cards for many schools next year--better lighting, more fire safety, 
general repair and painting. 


THOSE ANTI-TRUST CHARGES AGAINST NATIONAL HOMES by the Justice Dept. had 
been rumored about for weeks. The suit claims that National's recent 
acquisition of seven prefab firms in the past six months was illegal 
under the anti-trust laws. Before the consolidation, the firm controlled 
25% of the prefabs erected in 1958; afterward, it would hit 38%. 


The Justice Dept. said it wanted to check at the start what appeared to 

be a tendency for monopoly in the infant prefab industry. Incidentally, 
many Lu-Re-Co dealers were interviewed during the course of the investiga- 
tion for their views. Indicating further government concern with possible 
monopoly, the Owens Corning Fiberglas Corp. lost an appeal in the Toledo 
U.S. District Court to permit acquiring the Alsynite Corp., maker of 
plastic panels. 


NEARLY 10,000 PAINT DEALERS, many of them building material retailers, jammed 
into Chicago last month for the big paint convention. Keynote speaker 
was Fred G. Johnson, trade promotion manager for the Weyerhaeuser Co. 
Johnson stressed the "togetherness" of paint people and wood producers 
in combatting the inroads of aluminum siding, where paint life has become 


the top sales feature. 
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PERSONAL VIEWPOINT 





Best year yet. 


This is normally the season for warm, reminiscent editorial com- 
menting about the so-called “good old days.” For American Lumberman 
with its earliest beginnings in the forests of Michigan, this would be 
easy and appropriate. 

But, if the past is viewed clearly, we must flatly state that the retail 
lumber dealer has never had a bed of roses. Our files tell a story of 
sweat in the 1900’s, boom or bust in the 20’s and many difficult years in 
the 1930’s. 

After World War II, the dealer picture brightened for a decade or 
so and then dimmed as profits declined in the face of record volume sold 
on a strictly price basis. 

Most significant, but often overlooked, is that last year for the first 
time in nearly 10 years the profit slide was arrested and in some areas 
a modest improvement was noted. (A.L. August 17, 1959). 

When we say 1960 will be the best year yet, we do so because the 
factors, which have begun to change the profit picture, are now even 
stronger, more widely accepted by dealers. Regardless of tight mortgage 
money, strikes or weather, the end result will be more profit because 
we are talking about new management methods keyed to profit margins, 
not simple volume alone. 

The core of these new management techniques is “Dealer Sales Con- 
trol” introduced in these pages last May as a theme for our editorial 
program. While we coined the term, the campaign itself has sprung from 
contacts with hundreds of dealers determined that no longer should they 
be content with the short end of the stick. 

That we are deep into a substantial marketing revolution can be clearly 
seen by taking a quick look at the areas where dealer interest is now 
most intense. The hottest subjects are closely tied to achieving a stronger 
control of the sale by the dealer. For example: 


Land—We’'ve talked to dealers who are still kicking themselves for 
not acquiring land years ago. Recriminations are fine, but take another 
look at our still booming population and the new ways dealers can acquire 
land with a modest personal investment (see this issue). Dealer-owned 
land is rapidly becoming a basic part of a complete change in the home 
building industry. 


Components—-Tremendous expansion by dealer-fabricators is in the 
offing for 1960. Panels, trusses, box beams and wider use of manufac- 
turer supplied prefinished and smaller ready-to-install components, is 
a sure thing. Further, you can count on components becoming a sizeable 
factor in the farm building field (West Coast Lumbermen’s Association 
new program.) And finally, the interest of sash and door jobbers is 
growing in house components, which they hope to supply to small dealers. 


Remodeling-repair—Previewing dealer plans for 1960 shows a decided 
rush to sell more complete packages, not parts. We have rarely seen a 
more definite indication of determined planning for the future. This 
feeling was most vocal at the NRLDA Exposition on the convention 
floor and in our booth. At long last, dealers have become convinced that 
this is the way the public wants to buy. The whole proposition is being 
forced-draft in anticipation of a decline in house starts in *60. 


Showrooms—The search for more profit has decidedly revised ap- 
proaches to store layout. Our store planning division reports that their 
showrooms now place strong emphasis on displaying complete sales 
packages (kitchens, family rooms, etc.,) a more dramatic display of 
building materials and hardware departments with tightly controlled in- 
ventories following IRHA guide sheets. 


We are ending the period of haphazard showrooms. Just ahead must 
be standards to guide manufacturers on dimensioning their point-of-sale 
materials. The present situation is a jungle. 

DSC is strong medicine. Time and patience is required to achieve true 
success. But aside from immediate profits, you are laying a sound founda- 
tion for the future. Our most exciting, most profitable years are just 


ahead. 





Now Armstrong adds 
most popular line of 


NEW! - 


ALPINE combines an arrangement 
of striated triangles to create many 
interesting designs. Twist the page 
and see for yourself. 


NEW! 


REGATTA resembles an arrange- 
ment of nautical pennants thrusting 
out to form a modern and pleasing 
over-all design. Very striking! 
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2 new designs to the 





ceilings in the industry 


Oo” of the rewards of being an Armstrong 
dealer is that you don’t have to play 
hopscotch with a lot of suppliers in order to 
stock ceiling tile designs all your customers 
want. 

Armstrong designers not only keep abreast 
of the latest trends in home fashions, they 
also make them! Armstrong designs are 
fresh and original and never suffer from the 
“me too” look that floods the industry. 

Armstrong backs up this design leadership 
with the most extensive advertising program 


in the industry. Besides a big advertising 
schedule in national magazines, Armstrong 
is the only manufacturer in the industry who 
sponsors a network TV show to help you 
sell more ceilings. 

Is it any wonder that so many dealers 
are switching to the Armstrong ceiling line 
exclusively? If you would like your share of 
this profitable new business, get in touch 
with your Armstrong wholesaler. Or, write 
Armstrong Cork Company, 4212 Rieker 
Avenue, Lancaster, Pennsylvania. 


ARMSTRONG MAKES A CEILING DESIGN 
TO PLEASE EVERY CUSTOMER 

















Starlite 
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Textured Cushiontone 
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Sandrift 


Golden Mist 


(Arm st ro n g CEILI NGS « « « 4 profitable new business for you 
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NLMA To Spend Millions 


On New Promotion Plans 


Lumber dealers expected to benefit from local level pub- 
licity. Expanded promotion program outlined at annual meet- 
ing of the National Lumber Manufacturers Association. 


WASHINGTON, D. C,—Expanded 
plans for wood promotion over a 10- 
year span were announced last month 
at the annual meeting of the National 
Lumber Manufacturers Association 
here. 

The 10-year program calls for the 
eventual expenditure of $122 mil- 
lion annually in comparison with $1.3 
million program launched last year. 
About $6,600,000 has been earmarked 
for advertising including TV. Some 
$2,500,000 will provide for an en- 
larged field staff for technical work 
with dealers, builders, architects, en- 
gineers and community leaders. 

Another big chunk ($2,500,000) 
will yo for local merchandising and 
publicity activities, including a special 
nation-wide publicity field staff and a 
motion picture program. Some $700,- 
000 has been tagged for coordinated 
direction of research and product 
development. 

The promotion program, estimates 
Mortimer J. Boyle, NLMA executive 
vice-president, will require $1 per 
1,000 board feet of lumber shipped. 
However, he said participating manu- 
facturers, who use a prestige “sales- 
mark,” should be able to obtain as 
much as $2 per 1,000 board feet for 
their product. 

Retiring NLMA president Robert 
M. Ingram, president, E. C. Miller 
Cedar Lumber Co., Aberdeen, Wash., 
emphasized the need for accelerated 
promotion. He pointed out that it is 
difficult to compete pricewise with 
some of the newer synthetic products 
to mass prefabrication—molded plas- 
tics, sandwich walls and pre-cast con- 
crete sections, for example. 

For further examples, he pointed 
out what has happened to wood in 
the small boat and combination 
screen-and-storm door market. He 
particularly emphasized the _ great 
strides made by aluminum, alluding 
to the aluminum industry’s claim that 


8 





the use of aluminum in new homes, 
currently about 100 pounds, will grow 
to 1,000 or more by i965. The 
aluminum industry claims 15,000 alu- 
minum homes this year compared 
with 500 last year. 

“The strength of most industries 
competitive with lumber is concen- 
trated in less than a dozen companies,” 
declared Ingram, “whereas our five 
biggest man.facturers produce only 
8% of the total lumber output. More 
than half of the nearly 50,000 firms 
engaged in lumber and wood products 


manufacture have three or less em- 
ployes. 

“One thing the lumber industry 
must do immediately is to stop think- 
ing in terms of the fellow who wants 
to be left alone and who doesn’t want 
to change his product for the better.” 

A nationwide survey made by 
NLMA indicated that producers ex- 
pect that lumber output will gain 
2.8% next year. Production this year 
is expected to reach 36 billion board 
feet. The survey indicated that private 
non-farm housing starts will drop 
about 3% next year. 

Profits after taxes are expected to 
be about the same in 1960 as this 
year. On a board foot basis, lumber 
consumption is expected to be down 
about 2% from 1959. 

Thomas J. McHugh, president, At- 
lantic Lumber Co., Boston, was elected 
president of NLMA. A. B. Hood, 
vice-president and general manager, 
Ralph L. Smith Lumber Co., Ander- 
son, Calif., was elected first vice- 
president. 








New Design Ideas in Lumber 


BUFFALO, N.Y.—The frame of the 
Henrich Lumber Co. building shown 
above is made up of 4”x12” solid Phil- 
ippine mahogany columns, with ply- 
wood bent frame tissues. It marks the 
first time plywood has been used in 
this way in the area. 

One-third of the entire roof area 
consists of triple-dome skylights, of 
small “bubble” units that also serve 
as insulation. Because of this bold use 
of skylights, almost no artificial light- 
ing is necessary during working hours, 
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yard Office 


throughout the year. 

The shipping office in the new Hen- 
rich structure is especially functional. 
Overhanging windows on both sides of 
the office give the shipping people a 
complete view of the lumberyard. 

The office building is part of a 
complete new yard for Henrich Lum- 
ber on a seven-acre site in the Ken- 
sington-East Delavan section of Buf- 
falo. The yard will have new open- 
sided sheds and will be completely 
mechanized. 
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DEALER ADVISORY COUNCIL, organized by Building Material Distributors, Rapid 
City, S. D., left to right: Bob Stuber, Bowman-Western Lumber Co., Bowman, N. D.; 
Walter Black, Custer (S. D.) Lumber Co.; Ernie Wegner, Hope-Ely Lumber Co., Chad- 
ron, Neb.; Bob Keck, Engineered Components, Inc., Don Knecht and Bob House, 
Building Material Distributors, all of Rapid City; Don Foxhoven, Foster Lumber Co., 
Edgemont, S. D. and Dick Neuharth, Eureka Equity Exchange, Eureka, S. D. 


Jobbers Boost Components 


Fabrication is lead topic at annual sessions of National Build- 
ing Material Distributors Association and Northern Sash and 


Door Jobbers Association. 


One wholesaler announces plans to make Lu-Re-Co package 


available nexi spring. 


Component construction received 
headline attention along three jobber 
fronts last month. 
¢ Seven guest panelists gave their 
views on the jobber’s opportunities 
and responsibilities in the component 
field at the 18th annual meeting of 
the Northern Sash & Door Jobbers 
Association in White Sulphur Springs, 
W. Va. 

* F. E. Dutcher, vice-president for 
sales, Johns-Manville Sales Corp., 
speaking at the annual meeting of the 
National Building Material Distribu- 
tors Association in Chicago, advised 
jobbers to note the trend among 
many wholesalers to manufacture 
and stock components. 

¢ Gne jobber—Building Material Dis- 
tributors in. Rapid City, S. D.—an- 
nounced that the sale of Lu-Re-Co 
component packages through their 
organization will start in the spring 
of 1960. 

The Northern Sash & Door Job- 
bers Association is currently conduct- 
ing an extensive research program on 
fabrication, warehousing, sale and 
distribution of components. 

Guest panelists at the White Sul- 
phur Springs session advised millwork 
jobbers that they will be in an ex- 
cellent position to give the building 
industry good service in house com- 


ponents. But if the jobbers fail to ac- 
cept the challenge of components, 
speakers warned, they can expect 
some other new type of component 
distribution specialist to enter the pic- 
ture. 

Speaking of components. Discuss- 
ing components were representatives 
of these organizations: U. S. Gypsum 
Co., Masonite Corporation; Andersen 
Corporation; Koppers Company; San- 
ford Gri-p-late Truss Company; Wil- 
liam H. Kapple, AIA, chief architect, 


Small Homes Council; Joseph H. Ku- 
bert, partner, Booz, Allen and Hamil- 
ton, management consulting firm. 

“The responsible building products 
jobber would be the logical source to 
produce and distribute these com- 
ponents in his market,” declared 
Dutcher in his talk to NBMDA mem- 
bers. 

Acting on the decision of its 
Dealer Advisory Council, the South 
Dakota distributor will make the Lu- 
Re-Co package available to all lum- 
ber dealers in the area. The dealer 
members of the council voted for 
non-exclusive franchises so that more 
than one dealer in the community can 
sell the Lu-Re-Co package. 

Council membership comprises one 
dealer from each of the firm’s five 
geographical trading areas. Dealer 
members are elected by popular vote 
of dealers in their respective trading 
area. Council meetings are held semi- 
annually. 


Don Knecht, general manager, 
Building Material Distributors, an- 
nounced the Lu-Re-Co distribution 


decision. 

NBMDA session. M. C. Black- 
stock, Lumber Supply & Warehouse 
Co., Seattle, was elected president of 
NBMDA, succeeding Don Knecht, 
Rapid City, S. D. M. L. McCreery, 
Michigan Wholesalers, Inc., Jackson, 
Mich., was named vice-president and 
Don B. Richardson, Richardson Lum- 
ber Co., Denver, was elected treas- 
urer. 

Despite sweeping changes in the 
distribution pattern in the past 25 
years, Dutcher maintained that the 
distributor plays a vital role. Citing 
the case of his own company, Dutch- 
er said over 50% of J-M’s rock wool 
products go through jobbers and 85% - 
90% of their asphalt roofing, except 
in one area, while insulating board 
and asbestos siding run above 90%. 

Dutcher urged jobbers to make an- 
nual surveys of their markets to find 
out what high-profit items dealers do 
not stock. He also urged jobbers to 
analyze their stocks so dealers’ or- 
ders can be filled at once. “When you 
tell a dealer, ‘I don’t have it’, the 
dealer tends to feel, ‘why should ! 

(continued on page 10) 








TOP OFFICERS of the Northern Sash & Door Jobbers Association photographed ar 
their annual meeting in White Sulphur Springs, W. Va., left to right: Stewart D. 
Griffeth, Chicago, treasurer; Arne C. Kindem, Minneapolis, vice-president; David 
Whitmer, Buffalo, president; Carl W. Nagle, Chicago, secretary. 
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Budintad! 


Profit more with your own 
millwork stock. Get started for 
as little as $5,000. Sell finest 
quality Crestline at greater 
markups for less than your 
competitors. Write for 

details today. 


i CRESTLINE 
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WINDOW U 


REMOVABLE SLIDEBY 
WINDOW UNITS 


STACKING AWNING 
WINDOW UNITS 








CASEMENT WINDOW UNITS 


PANEL AND SASH, BI-FOLD, 
AND LOUVER DOORS 
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CRESTLINE! THE CRESTLINE COMPANY 
———eel = WAUSAU, WIS., DEPT. A 


~~ (formerly The Silerest Company) 
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JOBBERS 

(begins on page 9) 

bother with a jobber?”, warned 
Dutcher. 


Financial control. Marlan S. Wolf, 
vice-president for sales, Wood Con- 
version Co., suggested specific man- 
agement tools for meeting changed 
distribution conditions. 

“Problems of administration and 
financial control will be critical for 
businessmen in the next 10 years,” 
he predicted. 

He advised dealers to make an “in- 
telligent estimate” of their anticipated 
profits, business volume, cash in- 
come, expenses and similar operat- 
ing factors to determine how much 
working capital will be available. 

Wolf suggested that jobbers might 
increase their capital by organizing a 
syndicate to purchase their warehouse 
buildings. He also suggested some 
type of field warehousing arrange- 
ment. 

“Warehouse space freed by elim- 
inating competing lines can be a 
means of giving better service to deal- 
ers,” Wolf declared. He urged job- 
bers to improve their management 
ability, especially in the areas of fi- 
nance and administration. 

More home improvement. Walter 
E. Hoadley, Jr., treasurer, Armstrong 
Cork Co., predicted a moderate 
growth in home improvement busi- 
ness in the next 12 months. He said 
tight money conditions may stimulate 
some needed home repairs by fam- 
ilies temporarily unable to sell their 
present homes.” He said profitable 
growth next year will depend on these 
factors: 

Skillful merchandising of  estab- 
lished products; heavy promotion of 
new products; close attention to cred- 
its and collections; insistence on fast 


inventory turnover; and concentrated 
sales efforts on products which give 
good profit margins, not merely vol- 
ume. 

In conclusion, Hoadley predicted 
1960 will be one of the best years 
for the home building industry. 

Growth and strength of NBMDA 
members was indicated by a score- 
board giving these statistics: ware- 
houses 632; square feet of warehouse 
space 30,658,239; managers and 
salesmen 2,392; employes other than 
managers and salesmen 8,216; car- 
loads of building materials sold in 
1959, 234,472; delivery trucks in op- 
eration 1,896; average monthly in- 
ventory, $147,198,744; total invest- 
ment in leasehold improvement, ware- 
house and equipment, $119,400,288; 
annual sales, $896,953,992. 

NS&DJA_ elect Whitmer. David 
Whitmer, manager, Whitmer Jackson 
Co., Buffalo, N. Y. and vice-presi- 
dent of the Whitmer Jackson organiza- 
tion which operates six jobbing ware- 
houses in Ohio, New York and Can- 
ada, was elected president of the 
Northern Sash & Door Jobbers Asso- 
ciation at their session attended by over 
500. 

Other officers elected were: Arne 
C. Kindem, A. A. Kindem & Sons, 
Inc., Minneapolis; vice-president; di- 
rectors for three years: Robert L. 
Bardwell, Bardwell-Robinson  Co., 
Fargo, N. D.; Robert Chuse, Rock 
Island (Ill.) Millwork Co., wholesale 
division; William B. Monk, J. A. Mel- 
nick Co., Brooklyn and Donald J. 
Porter, Porter-Hadley Co., Grand 
Rapids, Mich. 

Besides components, other topics 
discussed at the meeting included 
new products, reduction of operating 
costs and customer relations. 

The association’s next annual meet- 
ing will be held at the Drake Hotel, 
Chicago, Sept. 19-21, 1960. The 1961 
session is scheduled for Boston. 





Imports Are Boon To Domestic Plywood 
Paneling Sales, Manufacturer Says 


MEMPHIS, TENN.—A top execu- 
tive of a fast-growing prefinished ply- 
wood firm claims that imported pan- 
eling has built a market for higher- 
priced domestic wood products. 

Andrew D. Welsh, sales manager 
for Welsh Plywood Corp., told A.L. 
that the low-cost imported paneling 
made it possible for the average home- 
owner to panel a room or two in his 
house. Now, most people are accus- 
tomed to a paneled wall and they can 
be upgraded to a higher-priced do- 
mestic product, he said. 

The Welsh firm’s imports have 
jumped 30% in footage this year, 
which has helped increase total sales 
75% during the same period for the 
company. 

Imported plywood now accounts 
for about 60% of the footage sold by 
Welsh, but is behind domestic panel 
sales in dollar volume, it was said. 


Welsh expects a continued increase 
in imported plywood panels, but feels 
that the domestic products will also 
gain by additional interior use in 
homes. 

The sales manager disputed the 
popular notion that labor rates are 
solely responsible for the low prices on 
the imported wood. “The main rea- 
son is that Lauan and Sen logs give 
more yield,” he explained. 

Fast growth. The Memphis-based 
company now has 105 distributors 
compared to 66 a year ago. 


“In 1955 we had only three dis- 
tributors who sold over $100,000 of 
our paneling. Today we have 15 dis- 
tributors, who are above that sales 
mark,” Welsh said. 

Trends in domestic prefinished pan- 
eling is to walnut and cherry, he 
added. 
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Florida Aluminum Producers 


Organize to Fight “Big Five’ 


HIALEAH, FLA.—The Florida alumi- 
num industry has organized to give 
battle to their northern “Big Five” 
competitors. 

Known as the Florida Aluminum 
Window and Door Manufacturers 
Association, the new group is made 
up of 23 major Florida aluminum 
manufacturers and 21 closely allied 
associates. The decision to organize 
followed a change in the freight rate 
rules by the major northern alumi- 
num producers. 

“These rules were changed in the 
middle of the game, placing Florida 
aluminum producers in an unfavor- 
able position,” declared association 
president S. H. Vuncannon, Rusco 
Windows, Inc. 

The association contends that the 
new price policy by Alcoa, Kaiser, 
Reynolds, Revere and Olin Mathieson 
abolished a freight allowance to man- 
ufacturers, who picked up directly 
from aluminum processing plants in 
the north. 

Many Miami manufacturers ob- 
tained this allowance because their 
trucks were on the road making 
northern deliveries. Instead of send- 
ing them back empty, they were in- 


structed to return with a load of 
aluminum. The freight allowance put 
producers of aluminum products in 
Florida on a more equal footing with 
northern plants located closer to the 
source of supply. 

Vuncannon said his association will 
continue to fight the freight rate dis- 
allowance by the “Big Five,” since 
it “could force us into a price rise on 
all our products and put us at a dis- 
advantage with northern-made alu- 
minum products.” 

Association members claim more 
than 12,000 employes and a $35 mil- 
lion annual payroll. Last year it 
claimed to purchase about 10% of 
all the raw aluminum produced in the 
United States. The association also 
proposes to promote standardization 
and quality control among members; 
provide up-to-date market date; im- 
prove industry public relations and 
expansion of the market. 

Besides Vuncannon, other officers 
are: C. J. Lenahan, Lenahan Alumi- 
num Window Co., first vice-president; 
William J. Mathews, Pan American 
Window Corp., second vice-president; 
Yale Ogron, Yale Manufacturing Co., 
treasurer. 


Home Improvement Show In Chicago 
Lists Two Lumber Dealer Clinics 


New York City—More than 6,- 
000 lumber dealers are expected to 
attend the fourth annual Home Im- 
provement Products Show at Navy 
Pier, Chicago, February 5-7, 1960. 
This estimate, according to show 
manager Robert Pomerance, is based 
on the statistical breakdown of pre- 
vious HIPShows. 

Pre-registrations are running about 
15% ahead of last year, said Pom- 
erance. Attendance last year totaled 
17,284 with 41 states and 11 foreign 
countries represented. 

Two sessions are aimed at the 
needs of lumber and building materi- 
als dealers. Both these meetings will 
be held at the Hotel Sherman on 
Thursday afternoon, February 4th. 

“Hindsight, Foresight and Over- 
sight” is the title of the session sched- 
uled for 1 p.m. This will be a man- 
agement seminar at which successful 
dealers will tell how they control 
salesmen, maintain inventories and 
stock and work with manufacturers 
and contractors. The panelists will 
show visual samples of records, forms, 
systems and campaigns that have paid 
off for them. 

Also on Thursday, at 3:30 p.m., 
will be a lumber dealer session on 
the topic, “To Be Or Not To Be.” 


The purpose of this session is to show 
present and potential dealers the fool- 
proof, profitable way to the boom- 
ing home improvement market. 

Fewer than 25% of the retail build- 
ing materials dealers, it is said, op- 
erate home improvement departments 
capable of handling package home 
improvement sales. The chief reasons 
are said to be lack of familiarty with 
proper procedures, competition and 
bad previous experience. 

The program will open on Friday, 
February 5th, with an all-industry 
breakfast at Hotel Sherman. Authori- 
ties will discuss these topics at the 
breakfast meeting: “The Economy of 
the 60’s—Not a Bust in Sight”; 
“Home Improvement—Marketing’s 
Virgin Field”; “How to Analyze Your 
Local Market.” Fred C. Hecht of 
Sears, Roebuck and Company, chair- 
man of the Home Improvement 
Council, will give HIC’s views on an 
industry-wide approach to the home 
improvement market. 

Herbert C. Richheimer, who built 
his Long Island, N. Y. home improve- 
ment business to $4,000,000 in five 
years, will speak at the second in- 
dustry breakfast, Saturday at 8:30 at 
Hotel Sherman. 

Simultaneous with the sessions for 


December 21, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 








lumber dealers on Thursday will be 
two sessions for building specialty 
dealers and home improvement con- 
tractors. 

Exhibitors for the show are ex- 
pected to exceed the 1959 record of 
164 with booths outnumbering last 
year’s 284. Advance registration may 
be made by writing Home Improve- 
ment Products Show, 331 Madison 
Ave., N. Y. 17, N. Y. 


Teamster Pickets Banned At 
Macatee’s Under New Law 


Macatee, Inc., a Dallas building 
materials firm, last month became 
one of the first organizations in the 
country to secure relief from picket- 
ing under the amended Taft-Hartley 
law. 

Under the new labor reform law, a 
union cannot legally picket any firm 
within 12 months after an org: aiza- 
tional election. An election last June 
called by the National Labor Rela- 
tions Board rejected the Teamsters 
Union by a vote of 38-3. 

Macatee’s has been picketed by the 
Teamsters for 18 months. The union 
started picketing when the firm failed 
to renew its one-year contract. 

(See the December 7th issue for 
expert advice on “What To Do When 
Hoffa Knocks.”). 





Weyerhaeuser Adds Store 


MINNEAPOLIS—Weyerhaeuser Com- 
pany has purchased the retail and 
wholesale operations of the Spalding- 
Avery Company, Sioux City, lowa. 

Doren A. Eitsert, general manager 
for Weyerhaeuser, said that E. G. 
Jones, former manager of the Spald- 
ing-Avery Company, will continue as 
manager of the new Weyerhaeuser 
store in Sioux City. 

Weyerhaeuser operates retail lum- 
ber stores in 75 cities and towns in 
Iowa, Minnesota, North Dakota, 
South Dakota and Montana. 








DISPLAY FLEXIBILITY for paneling in 
your store was featured in the U.S. Ply- 
wood exhibit at the recent NRLDA Ex- 
position in Cleveland. Above, left, Russ 
Lutz, sales promotion manager, USP., 
shows with miniature panels and a 


simulated store floor area the many 


variations possible. 


im 








ae Ss ae SS ae ee ae 





Dealers Hit By Sunday Closing 


Channel Lumber's appeal to delay enforcement of new law 
fails. Decision awaited on constitutionality of measure. Reli- 


gious groups take sides. 


TRENTON N. J.—New Jersey’s new 
Sunday closing law went into effect 
the last Sunday in November, a day 
after the state Supreme Court unan- 
imously refused to delay enforcement 
of the law. 

The court met in special session to 
rule on a plea for a delay made 
jointly by the Channel Lumber Co. 
and Two Guys From Harrison, a firm 
which operates a large chain of dis- 
count houses. 

Meeting in extraordinary Saturday 
session, the Supreme Court listened 
for three hours to attorneys for the 
lumber and discount firms. Despite 
the court’s refusal to delay enforce- 
ment of the law, the door to Sunday 
business was not closed entirely. Argu- 
ments concerning attacks on the con- 
stitutionality of the new law will be 
heard later. 

The new law was voted by 12 of 
the state’s 21 counties at a Novem- 
ber 3rd general election referendum. 
A stay of execution was ordered on 
the appeal of the Channel Lumber 
Co. and the discount chain that the 


laws are unconstitutional. 

Law voided earlier. Superior Court 
Judge Everett M. Scherer last year 
voided a state-wide Sunday closing 
law because it exempted Atlantic, 
Cape May and Ocean counties. Argu- 
ing against the Sunday law, Atty. Ju- 
lius Stein declared that establishing 
categories of merchandise that may be 
sold on Sundays is an unreasonable 
exercise of the state’s power to pro- 
vide a day of rest for employes. 

The law prohibits the Sunday sale 
of lumber and building materials, 
furniture, household and office furn- 
ishings and hardware. 

The referendum was supported by 
religious groups that oppose conduct- 
ing business on Sunday and by many 
local merchants. It was fought by 
Jewish and Seventh Day Adventist 
groups, who observe their Sabbath on 
Saturdays. Although the religious is- 
sue was not raised in the lumber 
company’s suit, the American Jewish 
Congress in a separate action filed in 
Federal Court, Newark, challenged 
the law. This suit was filed in the 
name of an Orthodox Jewish furniture 


dealer, who closes Saturdays and re- 
mains open on Sundays. 





Norton Clapp 


New Weyerhaeuser President 

TACOMA, WASH.—wWeyerhaeus- 
er Company has announced changes 
in its executive officers to be effec- 
tive February 1, 1960. Norton Clapp 
of Seattle, well-known Pacific-North- 
west business leader, has been elect- 
ed president, succeeding F. K. Weyer- 
haeuser who will become chairman 
of the board. Clapp, who has been 
chairman of the board since March, 
1957, was elected after Weyerhaeuser 
announced his retirement as president, 
effective February 1. 








* Johns-Manville Corp., New York 
City, announces the appointment of 
R. S. Hammond as a vice-president 
and general manager of the building 
products div. He succeeds W. R. Wil- 
kinson, who is retiring. 





Harvey Creech 


Walter J. Wood 


* Walter J. Wood, vice-president in 
charge of sales of E. L. Bruce Co., 
Memphis, Tenn., announces he will 
retire January | after more than 35 
years of service with the hardwood 
flooring manufacturer. He will remain 
on the Bruce board of directors and 
will be available as a sales consultant. 
His duties will be assumed by Harvey 
Creech, now marketing manager of 
the company, who will have the new 
title of general sales manager. 


* The Portland Cement Association 
at its recent annual meeting in Chicago 


12 


elected five new members to its board 
of directors: Chester S. Crawford, 
president, Whitehall Cement Mfg. Co., 
Philadelphia; L. R. Forbrich, general 
manager, Green Bag Cement Div., 
Pittsburgh (Penna.) Coke and Chemi- 
cal Co.; Ellroy King, president, Halli- 
burton Portland Cement Co., Corpus 
Christi, Texas; Frank B. Warren, 
president, Bessemer Limestone and 


Cement Co., Youngstown, Ohio; and 
W. S. Ziegler, president, Saskatchewan 
Cement Co., Ltd., Regina, Sask. 





W. Heyward Smith Gilbert L. Oswald 


* W. Heyward Smith has been elected 
president of the Slaymaker Lock Co., 
Lancaster, Penna. He succeeds Sam- 
uel C. Slaymaker, president of the 
padlock producing firm since 1930 
and now new chairman of the board 
of directors. 


* Thirty-nine-year-old Gilbert L. Os- 


wald has been promoted to vice-presi- 
dent and general manager of the 
Simpson Redwood Company at Ar- 
cata, Calif. 


* Allied Chemical Corp., New York 
City, announces the appointment of 
Wesley E. Gatewood as director of 
field sales for its Barrett Div. 





R. H. Herbst A. H. Kiehi 


Robert H. Herbst, who joined 
Ponderosa Pine Woodwork as assist- 
ant manager in 1954, has been named 
general manager, succeeding R. H. 
Morris, who died recently. 


A. H. Kiehl has been named pres- 
ident of the aluminum products di- 
vision of Textron Metals Co., Potts- 
ville, Penna., succeeding J. C. Mont- 
gomery, retired. Kiehl was formerly 
vice-president in charge of manufac- 
turing and engineering for Textron. 
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Lumberman Gets 3 Years 
For Little Rock Blast 

LitTLE Rock, ARK.—Edward A. 
Lauderdale, 48-year-old lumberman 
and a_ segregationalist leader, was 
sentenced to three years in prison and 
tined $500 as ring leader in a Labor 
Day plot to blow up the Little Rock 
school board office. 

Three other men who implicated 
Lauderdale, have been sentenced and 
a fourth awaits trial in the bombing 
plot which also damaged the business 
office of the mayor and the fire 
chief’s station wagon. 

Lauderdale remained free under 
$50,000 bond while his attorneys 
were given 30 days to seek a new 
trial. 


Residential Short Course 
Scheduled for Jan. 14-15 


URBANA-CHAMPAIGN, —ILL.—How 
good design and construction can be 
incorporated into houses built for low- 
income groups will be explained at the 
15th annual Short Course in Resi- 
dential Construction, Jan. 14-15, 1960, 
at the University of Illinois. 

The two-day session will include 
demonstrations of a new Small Homes 
Council—Building Research Council 
nail-glued header designed for 8 to 
12-foot spans; recommendations for 
bathroom design based on SHC-BRC 
research and a report on new ideas 
in land design. 

Sessions last year were attended by 
321 persons from 23 states and Can- 
ada. A nominal fee includes tuition, 
field trip, annual dinner and publica- 
tions pertinent to the course. Regis- 
trations should be mailed to Hugh 
Davison, Short Course Supervision, 
Division of University Extension, 116 
Illini Hall, Champaign, III. 


G-P Adds Five Warehouses 


PORTLAND, OrEG.—With the addi- 
tion of five new warehouses, Georgia- 
Pacific’s distribution centers have in- 
creased to 57, according to Stewart 
W. White, warehouse division vice- 
president. 

The new additions are in El Paso, 
Tex.; Riverside, Calif.; Bakersfield, 
Calif.; Richmond, Va. and Salt Lake 
City. 


NRLDA Show Set Record 


Dealer attendance at the Na- 
tional Retail Lur.der Dealers 
Exposition in Cleveland last 
month was 18% above last year’s 
show in Chicago, reported Marty 
Dwyer, exposition manager. 

Total dealer attendance was 
5,883 compared with 4,844 last 
year. Total attendance was 10,- 
993. The breakdown: dealers, 
5,883; ladies 974; guests 1,353; 
exhibitors 2,783. 
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Building Products Dealer Sales Pulse 


Marketing Regions (see mop page 15) 


Zene 1 Zone 2 Zene 3 
Nerth Middle Seuth 
Atlantic Atlanti 





Sales: Nov. '59 vs 


Nev. °58 +20% + 5% + 8% 

1!l months ‘59 vs. 

11 months ‘58 +13% +10% +18% 
Accounts receivable: z 

Nev. 30, '59 

vs. Nov. 30, '58 + 20% Same +12% 

Inventory: Nev. 30, ‘59 

vs. Nev. 30, ‘58 + 5% Same +10% 
Next quarter's sales 
estimate +10% Same + 5% 
November weather Good Good Fair 


The second biggest year in home building history is end- 
ing with current building activity and dealer sales reported 
tipping the scale at either end. One large manufacturer, for 
example, who sells all his production through lumberyards, 
has curtailed production due to “an unusually severe season- 
al decline”. But another manufacturer, with a large stake in 
the light construction industry, doesn’t see this at all; his 
sales are moving along nicely. And the ever-mercurial fir 
plywood market has stiffened slightly during the past sever- 
al weeks, with manufacturers reporting the higher price list 
has broken loose many new orders. 


Home money seems to be getting tighter as the 
year draws to a close. At press time you could buy two long- 
term Treasury bonds at prices which would yield over 5% 
and one shorter term Treasury note, plus any number of 
government securities, which would yield well over 442%. 
Mortgage lenders can put their money in these issues and 
earn more, by one to two percentage points, than is possible 
in home mortgages. But savings and loan association men 
say they feel the worst is about over, with little if any rise 
in mortgage interest rate seen ahead. Even Norman Mason 
of HHFA said recently he believes there will be more mort- 
gage money available by next April. 


New home building starts for the entire 10 months for 
which figures are available show a 20% gain over last year. 
The forecasters now are saying that while new home starts 
in the next few months may be off, this volume will be more 
than made up by an increase in apartment construction and 


Zone 4 Zone 5 Zone 6 Zone 7 Zene 8 Zene 9 
East North East South West North West South Mountain Pacific 
Central Central Central Central 
Same +10% +20% Same Same —10% 
+ 4% +35% +15% +12% +20% +10% 
+30% +50% +30% +10% +10% + 5% 
Same +10% +15% Same + 5% +15% 
Same Good + 5% + 5% Good Same 
Fair Normal Normal Normal Good Good 


industrial building. This is beginning already; October build- 
ing reports told of an upturn in starts for industrial building, 
stores and office builders. 


Farm business is pretty good in most areas, dealers tell 
American Lumberman. When you just look at the statistics 
you see a gloomy farm construction picture, for farm prod- 
ucts prices are nearing a 5-year low point. Where will farm- 
ers get the money for the building? Yet farmers are contin- 
uing to buy. A farm implement maker says his current sales 
are up 30% over last year and farmers are actively laying 
out money for more land with which to enlarge their farms. 
No decline is reported in the general level of farm land 
prices. 


Farm demand for lumber in the months ahead will be 
about the same as in 1959, according to the outlook of mills 
queried recently by the National Lumber Manufacturers As- 
sociation, although these lumber manufacturers feel the total 
demand for lumber and wood products in construction will 
decline about 1%. Brightest spot for a gain in lumber use is 
believed to be due in wall paneling uses. 


This suggests the rising importance of other raw materials 
as building products, in the candid opinion of these wood- 
oriented men. Tangible evidence of this may be seen in the 
rising volume of inquiries on all kinds of new products re- 
ceived by American Lumberman, now running better than 
125% higher than a year ago. Dealers today are considering 
adding new items to their inventories in numbers not ex- 
perienced for a long time. 
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Source: U.S. Department of Commerce. 
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what's tte PRICEP 





A downward movement of retail prices became apparent across 
the country during the past two weeks, although price movement 
within every geographic zone did not necessarily follow the na- 
tional trend. Retail prices from dealer to contractor pointed up- 
ward in zones 1, and 4 and downward in zones 2, 7 and 9 and re- 
tained their approximate previous levei in zones 3, 5, 6 and 8. The 
downward price pressure in the zones which gave character to the 
national picture took place in the framing lumber and fir plywood 
groups of products reported on. But prices in these groups did not 
go down everywhere. For example, in the west north central states 
fir plywood prices to contractors stiffened along with dimension 
lumber items. 

The relative unimportance of price as a sales builder is indi- 
cated by this case: two million-dollar-plus dealers within 25 miles 
of each other reported a price spread of $25 per M in key lumber 
items—they’re both getting their price, too! 

















Current Retail Price Levels 


(American Lumberman's opinion of retail prices to typical one-house contractors, based on current reports received from leading dealers.) 























Zone 1! Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8 Zene 9 
North Middle Sevth East North East South West North WestSovth Mountain Pacific 
LUMBER Atlanti Atianti Atlanti Central Central Central Central 
Douglas fir: 
Dimension: Std. & Bir. green R/L 2x4 $141 $145 $140 $143 $145 $150 $145 $137 $106 
Std. & Bir. dry R/L 2x4 $165 $150 $145 $150 $150 $155 $147 $132 $120 
Std. & Bir. green R/L 2x10 $142 $145 $155 $143 $150 $155 $145 $155 $107 
Std. & Btr. dry 2x10 R/L $165 $145 $170 $160 $150 $155 $160 $132 $120 
West Coast Hemlock, White Fir: 
Dimension: Std. & Bir. dry R/L 2x4 $135 $140 $130 $140 $145 $142 $135 $130 $100 
Std. & Btr. dry R/L 2x10 $135 $140 $145 $145 $160 $145 $140 $130 $100 
Western Pines: 
Boar No. 2 & Btr. dry 1x8 R/L S48 or 
shiplap — $265 _— $215 $180 $190 $185 $152 $205 
No. 3 & Btr. dry R/L 1x8 S4$ or 
shiplap aoe $225 $150 $152 $135 $135 $145 $126 $120 
Southern Pine: 
Dimension: No. 2 & Btr. dry R/L 2x4 —— $115 $ 90 $125 $125 $130 $125 a a 
No. 2 & Btr. dry R/L 2x10 oe $117.50 $107 — $125 $145 $140 — — 
Boords: No. 2 & Btr. dry R/L 1x8 $4S or 
D & M or shiplap $295 $132 $110 $135 $125 $130 $125 $130 coe 
Hardwood Flooring: 
Select oak 25/32"x24" $265 $270 $230 $280 $230 $310 $235 $350 $290 
No. 1 Common Ook 25/32"x2'/,” plain sawn $250 $255 — $250 $230 $240 $230 $300 $300 
Interior Softwood Paneling: 
No. 2 ponderosa pine R/W $250 $250 $230 $260 $220 $195 $240 $195 $197 
Wood Siding: 
Redwood Clear All Heart siding 3/,"x10" —— $330 $350 $300 $210 $280 $300 $275 $290 
“A"’ Cedar bevel siding 3/,”’x10” _—_— $292 —— $285 — $310 $290 $287 $280 
Wood shingles: 
Cedar shingles 5/2 #1 16”—5x $19 $ 20 $ 22 $ 19 $ 18.25 $ 16 $ 18 $ 19 $ 17.30 
PLYWOOD: 
Fiz, Ve” DFPA-AD interior glue $125 $125 $130 $122 $135 $130 $122 $125 $105 
Fir, /," DFPA-AC exterior glue $145 $140 $140 $155 $160 $167 $135 $135 $120 
Fir, %” DFPA-CD sheathing interior glue $120 $112 $130 $135 $112 $130 $125 $124 $100 
Fir, Y2"” DFPA-CD sheathing interior glue $147 $147 $165 $160 $150 $160 $155 $155 $130 
Fir, %” DFPA-CD sheathing interior glue $165 $168 $200 $190 $200 $190 $190 $170 $155 
MILLWORK: 
Phil. mahogany flush door 
1"-2-6x6-8 $ 8.25 $ 9.50 $ 8.25 $ 910 %.-7.28 $ 10 $ 8.25 $ 9 $ 8.25 
Birch flush door 14%4"-2-6x6-8 $10.75 $10 $ 10.75 $12.50 $ 10.50 $ 13 $ 12 $ 12 $12 
Double hung window unit $ 21 $ 19.50 $ 21 $ 22 $ 20 $ 21 $ 2) $ 23 $ 26 
2-4x4-6, glazed, weather- 
stripped and balanced 
BUILDING MATERIALS: 
Outside white paint, first grade $ 7 $ 625 $ 7 $ 7 $ 6.50 $ 6.50 $ 6.50 $ 7.50 $ 8.30 
8d common steel! nails 13 $ 12.50 $13.50 $ 16 $ 15.50 $17 $ 16 $ 18 $ 15.50 
Mineral wool insulation, full thick batt $ 73 $ 77 $ 73 $ 75 $ 70 $ 80 $ 75 $ 85 $ 87 
Ceiling tile 12x12” $132 $140 $135 $140 $155 $160 $175 $165 $150 
Y%_" insulating building beard $ 85 $ 87 $ 80 $ 85 $ 90 $100 $ 87 $ 92 $ 90 
25/32” insulating sheathing $135 $130 $132 $135 $152 $135 $130 $155 $140 
%” wallboard $ 52 $ 55 $ 57 $ 56 $ 60 $ 61° $ 58 $ 65 $ 62 
1," tempered hardboard $110 $117 $115 110 $120 $120 $112 $125 $115 
215% thickbutt asphalt shingles $ 8.75 $ 850 $ 7.65 $ 9.05 $ 7.60 $ 8.95 $ 7.60 $ 10.25 $ 10.25 
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1 NEW COVER for maximum dealer use 

Designed for fast reading, the new cover includes a complete listing 
of everything in the book. All basic product categories are listed and 
pages numbered. A natural tag + in line with American Lum- 
berman and Building Product Merchandiser’s policy of “Headline 
Talking” covers pioneered in 1959. 


2 NEW NAME for maximum dealer use 


New name stresses buying use of the book which the product data 
prepares the reader for, Kinds of product information leads naturally 
to buying function. Kinds include specifications (by types, sizes, 
uses, characteristics), estimating data, information:on application 
and finishes or finishing. : 


: 


3 NEW CLASSIFIED AIDS for maximum dealer use 


Classified sections have been set up to insure easiest use possible, 
quickest possible. 

Classified buying directory—A convenient index of products with 
advertisers making the item listed and pages numbered. 


Classified index for product estimating—Tables, charts and text for 
efficient estimates quickly located by reference to this up-front index. 


Classified buyers’ guide to manufacturers and their products—A 
proved, well-used index long a dealer favorite brought up-to-date 
with new categories reflecting changing character of dealers in the 
market, The most comprehensive index of its kind in the industry. 


Brand names directory and dealer and wholesaler association index, 
up-dated, increase reference utility of the new book. 


4 NEW PRODUCT CATEGORIES for maximum dealer use 


Product categories have been increased from 10 to 14 and have been 
overhauled to provide readers with the easiest possible classification 
to make use faster, information more comprehensive. All have been 
brought up to date. Changes made fully cover the growing product 
lines of building materials dealers and wholesalers. Changes include 
these important ones: 

Components—In line with the growing popularity of components of 
all kinds, this new section has been added. It covers not only basics 
like wall units and trusses, but also many smaller but important 
units. Typical examples are pre-hung doors, pre-fab fireplaces and 
chimneys. Steel-span buildings are also described for both farm and 
industry. Machinery and supplies for prefabbing will be in this new 
section. These include heavy duty saws, truss machinery, special nails, 
adhesives—the growing line of goods closely tied to components and 
prefabrication. 

Windows and Doors—Standard categories now divided into two 
pops ng categories, revised, made more complete and brought up 
to date. 

Building Specialties—Detailed editorial coverage on popular special- 
ties is contained in this new section. 

Metal Building Products—The first complete presentation on the 
many new items speeding home building and cutting costs. Items 
run from bridging to framing anchors. 

Builders Hardware—The first complete data section in this field on 
an important category. The result of the growing importance of 
builders hardware to the building materials retailer. 

Farm & Home Hardware—All the hardware not strictly builders 
hardware is included in this all-new section. With this section, the 
agua store merchandise popular with dealers is given new 
emphasis. 
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CLASSIF) ED 
Buyers’ Guide 

to Manufacturers 
and Their Products 


WHAT THE SPECIAL ADVANTAGES ARE AND WHY 


1 MAXIMUM dealer usage and retention 


Getting high usage among dealers of its annual reference book is 

nothing new to American Lumberman and Building Products Mer- 

chandiser. Look at this record, based on results of personal inter- 
view depth studies of 100 lumber and building materials dealers in 

48 States conducted by Daniel Starch and Staff in 1957: 

e The DATA File has 23% to 39% more dealer retention than 
printed product data furnished dealers by manufacturers using 
other means of distribution. 

e An amazing 99% retention of the Data File among dealers studied 
9 months after distribution. 

e A very high percentage using BOTH the product data section 
(79.8%) and the Buyers’ Guide Section (87.2%). 

¢ Well over 50% of the dealers retaining and using the Data File 
had an annual sales volume in excess of $550,000. 


2 MAXIMUM reguiar usage 


Even if dealers do use it and do remember the product information 
and manufacturers making them, the question sometimes arises, 
“But how often do they use it?” 

Again, a comprehensive study provides revealing information on the 
extraordinarily high usage of American Lumberman and Building 
Products Merchandiser’s annual reference. A study of 818 lumber 
and building materials dealers conducted under the direction of 
Dr. Albert Haring, professor of marketing at the Indiana University 
School of Business, shows that: 

¢ 90% of the dealers studied use the Data File for reference. 

« 52% use it daily, weekly or monthly; 38% occasionally; 8% 

rarely; 2% never. 


92% keep the File in a handy reference spot and 93% retain it 
until the next annual issuc is received. 
82% use it as a selling tool. x 
56% use no other regular reference source for dealer buying and 
selling data. 
66% keep Jess than 50 current manufacturers’ catalogs on file or 
maintain no catalog file at all. 
97% rate product data as “valuable” or “some help”; only 3% 
that it’s “not needed.” 

e 4 is the average number of users per Dealer copy. 


REMEMBER: The All-New 1960 Buying and Product Data File is 
specifically designed to increase even these startling 
use and retention statistics. 


3 MAXIMUM dealer buying action 


As product lines broaden and as new lines come on the market, 
dealers continue to add to their lines and types of products.* 

ever they want to check a source uf supply, recall a source of supply 
not frequently used, find a name (whether of a manufacturer, prod- 
uct or brand name) or check specifying or estimating data on 
products, dealers turn to the Data Fiie. At that time, t are ai 
some stage of buying. The importance of advertising in issue 
—the most used of any in the field—is to be represented with 
the right information at the right time. This will even more 
important with the All-New Buying and Product Data File, with its 
Design For Use that will increase even past high usage. 


*Figures by major product categories are available which show in- 
— numbers of dealers taking on additional lines and types 
of products. 
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DOZENS OF ITEMS are shown ‘‘at 
work" in this display ‘*house”’ at 
the new Ward's Livonia, Mich., 
store. ‘‘We help the buyer visual- 
ize how his home will look,’ says 
Ward’s M. C. Carpenter, building 
products merchandise manager. 


a 


e 





HOME IMPROVEMENT CENTER at the recently-opened Livonia, Mich., store of Montgomery Ward & Co. builds sales by exten- 
sive use of built-up displays of building products as they would appear in the consumer's own home. 


Montgomery Ward's Push Hard for 


Building Materials, Hardware Sales 


Former lumberyard executive 
heads Home _ Improvement 
Center in new Livonia, Mich. 
outlet, which is prototype of 
new “hard lines’ stores 
planned by the big retailer. 
At heart of display area is 
‘‘end-use’’ model room fix- 
ture, detailed at left. The key 
to the fixture shows sizes and 
types of building products 
which Ward's consider best 
for display. 


ND-USE DISPLAYS of building 

products inspire the customer to 
buy—and buy more—according to 
Monte C. Carpenter, merchandise man- 
ager, building materials, Montgomery 
Ward & Co., Chicago. Ward’s sales 
of building products through their re- 
tail stores and mail order catalog to- 
tals millions of dollars annually. Cur- 
rently steps are being taken to boost 
this figure. 

“Our customer is usually pre-sold 
by our end-use displays. He knows 
what he wants and is ready to sign 
the order,” Carpenter told American 
Lumberman. 

Newest example. The most recent 
example of Ward’s new building ma- 
terials sales technique is seen in its 
recently opened Livonia, Mich., 
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“Wonderland” shopping center in the 
western suburbs of Detroit. Here all 
of Ward’s know-how in end-use dis- 
play is put to work to do a selling job 
for every major building product line 
except dimension lumber, which the 
firm doesn’t handle. 

“We're very much interested in 
home improvement,” Carpenter said. 
“We definitely want to expand in 
home improvement sales. We handle 
the top building material brands in 
America, many of them under our 
own brand name. Our material qual- 
ity is equal to the best obtainable any- 
where. 

“Next year, we will open a num- 
ber of ‘home furnishings and hard 
lines’ stores, selling building materials, 

(continued on next page) 
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EMPHASIS ON END-USE DISPLAYS is nearly 100% in the new Ward's home improvement center. Ward plans more “hard lines”’ 
stores like this in 1960, isn't reluctant to show dealers how they boost building products sales. 


plumbing, heating, garden supplies and 
the like. These are our so-called B-C 
stores. 

“We're interested in home improve- 
ment and modernizing because we 
sell so many related lines for homes— 
furnishings, housewares and the like. 
Home improvement helps us build to- 
tal floor traffic.” 

Building products “house.” An im- 
portant part of the end-use displays in 
Ward’s Livonia home improvement 
center is a series of rooms placed to- 
gether and finished outside and inside 
like a house. This is a display area for 
wallboards, wall finish products, 
doors, windows, roofing, rain carry- 
ing goods, storm sash and storm 
doors, siding of all kinds, flooring of 
all kinds and insulation. These are 
shown in the “house” as they actually 
would be used by the customer. Doors 
and windows operate. Construction 
details are shown. 

In another area of the department 
is the kitchen center. Here a customer 
finds various styies and finishes of 
cabinets, counter tops and accessories. 


Lumberyard Training 

S. E. “Sal” Salvadore, manager 
of Ward’s home improvement cen- 
ter in Livonia, was formerly on the 
staff of Mohawk Lumber Co., De- 
troit. 

Ward's building products mer- 
chandise manager, Monte Carpen- 
ter, was associated with Rio 
Grande Lumber Co., Salt Lake 
City, Utah. He worked for “Sherm” 
Robinson, past-president of Inter- 
mountain Lumber Dealers Asso- 
ciation. He also was associated 
with R. W. Frank Co., a Salt Lake 
City building products wholesaler. 
From 1951 to this year he was 
with United States Gypsum Co. 


Adjacent to it is related merchandise 
such as dishwashers, ranges and sinks. 

“In the ‘house’, in the kitchen cen- 
ter and elsewhere in the home im- 
provement area the customer can see 
hundred of products set up as they 
would be used in his own home,” 
Carpenter said. 


MODEL KITCHENS catch the homeowner's eye. Ward will sell a single cabinet or an 
entire kitchen installed and paid for by the month. Both wood and metal kitchens 


are featured. 


Installation. The Livonia home im- 
provement center caters to the do-it- 
yourselfer. But it also sells on an ap- 
plied basis. 

“We feature building products in- 
stalled in the customer’s home,” Car- 
penter explained. “We have our own 
engineering department where we'll 
engineer home heating jobs, plumb- 
ing, kitchens and so on. We have our 
own service department to handle all 
service on these installed jobs. Cus- 
tomers needn’t worry about getting 
service On materials he buys from us. 
We are not reluctant to assume com- 
plete responsibility for both materials 
and labor on these installed jobs.” 

Carpenter pointed out the custom- 
er seldom can visualize how materials 
will look when they are installed. Al- 
so, he seldom comes into the store 
with his ideas fully worked out. 

“These customers get help and the 
buying urge from our end-use dis- 
plays; they see what they'll have 
when the jobs are done,” Carpenter 
said. “As a result, our sales go up.” 


GARDEN SALES 


BUILDING MATERIALS| | 
PLUMBING & HEATING 


? E> ~-E>- 
| ELECTRICAL 


STORE WITHIN A STORE—Department 
layout shows relationship between build- 
ing materials, kitchens, electrical, hard- 
ware and paints sections in Ward's 
“Wonderland” store, Livonia, Mich. 
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FORMS USED BY P-K ORGANIZATION to handle management side of package sales, de- 


scribed below. 


Tried-and-Tested Compensation Plan 
For Package Selling 


Ohio dealer's management procedure also covers financial 
and clerical details involving packaged jobs. 


OW TO MANAGE a package 

selling department and how to 
compensate salesmen properly are 
questions that puzzle most dealers 
who want to get into this field. 

The following article describes how 
the Peter Kuntz lineyard organiza- 
tion (headquarters in Dayton, Ohio) 
handle the management side of sales. 
This plan has been in effect about 
two years. 

Executive pricing. For carloads de- 
livered direct from mill to job; for 
carloads delivered direct from yard 
siding to the job; for heavy construc- 


tion projects or any job where price 
concession has been made, manager 
and salesman decide what commis- 
sion will be paid when the order is 
given the manager for approval. 
These sales usually are low-profit 
deals, so the manager must exercise 
caution in pricing and fixing the 
amount of commission to be paid. 
Regular list pricing. The commis- 
sion paid outside salesmen on house 
and farm bills and on sales where 
piece prices are used is 4%-5%. 
Package sal¢s. A 10% sales com- 
mission is paid the outside salesman 
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on package sales where a lump sum 
is arrived at for a guaranteed materi- 
al list for the package job. This com- 
mission is added to the selling price 
of the package. 

A 15% commission is paid the 
salesman on package sales where la- 
bor and materials are sold and the 
yard takes responsibility for the labor, 
The manager makes sure the sales- 
man properly supervises the job. 

On both of these kinds of job, a 
Job Card is made out (see illustration). 

Compensation. Generally, the man 
hired to be outside salesman needs 
several months of training. During the 
training period he receives a salary, 
and proper deductions are made for 
withholding taxes, etc. After the train- 
ing period, a drawing account is set 


21 





PACKAGE KITCHEN SALE in the making at Klipstine Lumber 
Co., Sidney, Ohio, one of the P-K yards which use the sales 
described 


management procedures 


article. 


up for the salesman. The amount of 
draw varies with the location of the 
yard. Proper deductions for withhold- 
ing are made on each draw. 

Sales commissions are figured each 
month, except for package sales. 
These are credited to the salesman’s 
drawing account after completion of 
the job. The book account and sales- 
man’s drawing account is credited 
and the book account and commis- 
sions paid, is debited with all com- 
missions earned. 

P-K managers are advised to pro- 
vide a commission cushion to carry a 
man through slow months. To pro- 
vide this cushion, the manager retains 
a credit balance of at least $300 in 
each drawing account. Proper with- 
holding deductions are made on com- 
missions paid. 

Each month a report of commis- 
sions earned is given to the salesman. 
Net sales (sales less returns and al- 
lowances) for the month are taken 
from the ledger account on which the 
salesman is to get commission. A list 
of the several job accounts is made 
in duplicate, showing the name of ac- 
count, amount of net sales for the 
month, commissions figured and total 
commission earned. One copy goes to 
the salesman, the other is kept in the 
yard’s files. 

Car allowance. A flat rate of $39 
per month is paid the salesman who 
uses his own car. This is to reimburse 
him for expenses to his car on com- 
pany business. The salesman should 
carry insurance covering his car for 
both business and pleasure use. This 
monthly car allowance is charged to 
the book account, Sales Expense. 

Ledger sheets. A colored marker 
for quick identification is attached to 
the edge of the ledger sheets of ac- 
counts on which the salesman is to 
receive commissions. 

Unpaid-for sales. The salesman is 
given a credit information form to 
be completed on each job (see illus- 
tration). The manager passes on all 
credit before any material is deliv- 
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in the accompanying 


PLAN BOOKS help to sell new homes 
and major improvements at Klipstine 
Lumber Co. The scene above is in firm's 


display room. 


ered. After the credit is okayed the 
salesman receives credit for commis- 
sion on the sale, even if the account is 
unpaid. Actual delivery of materials 
constitutes a sale. 

Job card. A job card is used on all 
package sales. To use this job card, 
two new book accounts are opened: 
Responsibility Account and Service 
Account. These are used on work in- 
volving materials and labor, especial- 
ly. 

The Responsibility Account is the 
profit on materials-and-labor package 
sales, because of the yard’s role as 
prime contractor. Since the labor is 
figured at cost, the responsibility item 
used is the desired profit on labor. 

The Service Account pays for any 
call-backs, complaints or job adjust- 
ments. An allowance of 3% of the 
Das¢ orice is used here. The base price 
is defined as the selling price of the 
materials plus the cost of labor. Once 
this Service Account item is comput- 
ed on the estimate, it will not change. 
Any variation from the estimate to 
the actual price is reflected in changes 
in the Responsibility Account. 

the job card. In all package 
sales, whether they involve materials 
only, or materials and labor, P-K 
yards set up a job card. On this type 
of sale the customer is not invoiced 
for each delivery. Instead, the ma- 
terial is invoiced and posted on a 
special ledger sheet in the company’s 
name, for the individual job. Thus, 
you debit John Jones Lumber Co., 
John Doe Job, and you credit the 
book account, Sales. The customer’s 
copy of the invoice is attached to the 
job card instead of being sent to the 
customer. The job card is then filed. 

When the job is completed, a reg- 
ular charge invoice is prepared, stat- 
ing the type of job, and saying, “As 
per contract, $000”. This is the only 
invoice the customer sees. 

The bookkeeper makes the follow- 
ing journal entries at this point: deb- 
it John Doe regular account for “to- 
tal selling price”; credit John Jones 


Lumber Co., John Doe Job, for ac- 
tual material sold; credit book ac- 
count, Contract Labor, for actual la- 
bor cost; credit salesman’s drawing 
account; credit book account, Respon- 
sibility, if a profit has been made, or 
debit this account if you’ve made a 
loss. Finally, credit book account, 
Service. 

Now the job card and attached 
materials invoices are filed in the con- 
tract-completed file. When the sub- 
contractor is paid, debit book ac- 
count, Contract Labor. 

Contract signed. On all package 
sales involving materials only or ma- 
terials and labor, the salesman pre- 
pares a contract and secures the cus- 
tomer’s signature on it. This contract 
details the job, stating what the yard 
will do and what it will not do. Al- 
terations from the specifications out- 
lined in the contract are made in 
writing and become an extra charge. 
This document initiates the job. The 
contract is a printed form, prepared 
by the attorney of the individual yard 
sO as to take account of local varia- 
tions in law. 


Transit Shippers Elect 


PORTLAND, OrEG.—Harold H. Saltz- 
man, Oregon Pacific Lumber Co., 
Portland, was elected president of 
Western Lumber Marketing Associa- 
tion, a transit lumber shipping group. 
at their annua! meeting in Portland 
last month. 

Vice-presidents named include Gor- 
don S. Giovanelli, Northwest States 
Lumber Co., Bellevue, Wash.; Carl 
F. Wimberly, Jr., Western Lumber. 
Inc., Medford, Oreg.; and James 
Mounsey, Mounsey Lumber Co., Spo- 
kane. Robert B. Taylor, Timberlane 
Lumber Co., Eugene, Oreg., was 
elected secretary and Harry Tanzer, 
Buckeye Wholesale Lumber Co., 
Portland, was named treasurer. 
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LAMPERT'S ADDITION 


TO THE CITY OF GERING, NEBRASKA 
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DEALER SALES CONTROL will be exercised by Lampert Lum- 
ber Co., Gering, Nebr., on 38-acre site, laid out as sketched 


above. 


DEALER SALES CONTROL 
(See Page 5) 


Small-Town Dealer Opens 38-Acre Tract 


Lumberman makes lots available to contractors and to 


new home prospects. 


AMPERT LUMBER CO., Gering, 

Nebr., has embarked on a land 
development program aimed at filling 
community needs and sparking build- 
ing interest in this community of 5,- 
000 population. 

Having purchased 38 acres of land 
adjoining the city limits, Lampert’s of- 
fers the opportunity of building or 
buying the type of home customers 
want. The company has set no restric- 
tions on controls on actual building, 
other than furnishing materials. Lam- 
pert’s will allow their customers to 
plan, even erect homes themselves, if 
they choose. 

These same rights apply to any 
contractor who wishes to speculate 
on home construction. 

“Gering, like many communities 
had run out of building sites and for 
this reason contractors and _indivi- 
duals lacked incentive to build,” com- 
mented Gilbert (Gil) Schmidt, manag- 
er of Lampert’s. 


“As in many small communities, 
Gering has lacked adequate financing. 
For that reason, a good many good 
potential building sites have been 
idle.” 

The 38-acre plot is a level piece of 
land next to the “Bluffs,” which rise 
abruptly 200 feet from the valley. 
Lampert Lumber feels the location is 
a natural setting for home develop- 
ment and judging from community in- 
terest, the firm has uncovered a live 
group of new home prospects. 

“We haven't advertised yet, but the 
word has been passed along,” ‘said 
Schmidt. “We’ve been besieged with 
phone calls from people who are con- 
templating building.” 

Lampert offers drafting service as 
well as financing facilities to their 
customers. 

The cooperative city administration 
laid out streets and made arrange- 
ments for curbs and gutters. Lam- 
pert’s increased their inventory in or- 
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MANAGER GiL SCHMIDT surveys prop- 
erty which he is opening up for residen- 
tial development. 


der to fill the needs for home building 
materials. 

“However, we're not going to rush 
this project,” commented Schmidt. 
“Completion will be extended over a 
period of years.” 

Lampert Lumber bought out the 
former Hinshaw Lumber Co. in July, 
1958. The firm also has yards in Ogal- 
alla and Alliance, Nebr. Gil Schmidt 
was formerly assistant manager of 
their Ely, Minn. yard. 
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NRLDA 
EXPOSITION 
REPORT 

(Part 2) 


See page 5 this 
issue for other 
Exposition 
reports, Also see 
Dec. 7th A.L. 


BUSLOAD OF DEALERS arrive at the final stop on their tour. Two more 
busloads were behind this one. Some dealers said the tour was high- 


light of their Exposition visit. 


Dealers Take Busman’'s Holiday 


Successful NRLDA convention was climaxed 
with tour of four Cleveland lumberyards. 
Visitors kept pencils and cameras busy noting 
ideas they can use back home. 


RIGID WEATHER failed to cool the enthusiasm of 

three busloads of lumber dealers, who remained an 
extra day beyond the NRLDA convention closing to tour 
four Cleveland lumberyards. 

About 160 dealers and several wives made the tour. 
Starting with the Independent Lumber Co., which is build- 
ing a line of component homes, the dealers moved on to 
the Wickliff yard of the Dougherty Lumber Co. to see 
their remanufacturing operation, enormous warehouses 
and a pre-finished paneling plant. The dealers were 
luncheon guests of Tom Dougherty in his yard. 


Independent Lumber Co., Heritage Homes 
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PANEL ASSEMBLY of Heritage component homes starts here by nailing sheathing 
onto studs. (For full description of Heritage Homes operation, see A.L., August 3, 


1959.) 


At Rock Island Lumber Co., dealers saw a big ticket 
rer .odeling center and selections of short-length lumber, 
hardboard and other warehouse stock displayed for con- 
sumer sales in the store. 

The last stop was at the Brookpark yard of Forest City 
Materials Co., a supermarket operation, which also gave 
visitors a look at extensive yard mechanization including 
lumber assembly for house jobs. 

Some dealers said the tour alone was worth a trip to the 
NRLDA convention. Irving Waterbury, secretary-manager, 
Cleveland Lumber Institute, was chairman of the field trip. 


NAILAMATIC MACHINE is used to drive 
nails into studs for fast panel assembly. 
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Wickliff Yard, ; 
Dougherty Lumber Co. 
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PREFINISHED PANELING PLANT enabled dealers 
to see how fine wood grains are produced on 
plastic film and permanently bonded to base ma- 
terial to form 4’x8’ and 4’x10’ solid panels in 
WY,” and 3%” thicknesses. 


TOUR OF 37-ACRE SITE included visits to Dougherty Lumber warehouses 


like this one holding 7% million feet of lumber. Newest warehouse unit DEALERS WERE LUNCHEON GUESTS of Tom 
has 40’ wide bays with storage air space to 24’. Dougherty for a smorgasbord-type lunch. 


Rock Island Lumber Co. 


L MOULDINGS | 


all ie 3 eal, ae 
MODEL ROOMS displayed variety of in- DEALERS WERE INTERESTED to see how warehouse stock was displayed for in- 


stalled materials as a sales tool for store merchandising at Rock Island Lumber Co. Many dealers took notes and 
promoting big-ticket packages. photographs of the setup. 


(More pictures on page 28) 
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3 GREAT NEW 
FROM KAISER 


Widen Your Sales Opportunities — 





New Profit Package — Reflective Foil Insulation is 
bonded to sturdy kraft paper . . . packaged to store better, 
sell faster! 


It’s designed to meet all general building and FHA specifi- 
cations. Reflective Foil Insulation is carried by dependable 
Kaiser Aluminum building products wholesalers everywhere 
. .. wholesalers who serve their customers, not compete with 
them. Stock it in these three types: 

1. Foil one-side, 36” wide, 250 and 500 sq. ft. rolls. 

2. Foil two-sides, 36” wide, 250 and 500 sq. ft. rolls. 

3. Perforated breather-type, foil two-sides, 36” wide, 

500 sq. ft. rolls. 


Now! A Broader Line Of Profit-Packaged Nails! 


Corrosion resistant nails are a “must” for exterior use in the 
new and tighter building specifications . . . and Kaiser Alu- 
minum nails (now in a wider line than ever) are designed to 
meet these specifications. 


New, distinctive cartons display better, open easier, prevent 
waste in stock! 











PRODUCTS 


ALUMINUM! 


Se// Both Farm And Residential Customers/ 





* 


DIAMOND-EMBOSSED 
KLADLINED — 


New Diamond-Drain* Rain Carrying System offers two extra 
selling advantages: 

1. It’s the only system diamond embossed for distinctive beauty! 

2. it has Kladlined* gutters for added corrosion resistance! 


“Kladlined” is Kaiser Aluminum’s trademark for a cladding process in 
which an interior core of high-strength alloy is protected on both sides 
with special corrosion resistant aluminum. 


In addition, Diamond-Drain stands up under severe weathering . . . is 
lightweight and easy to install with improved mastic sealing at joints 

. is easy to paint if desired, but doesn’t need it . . . comes with a 
complete line of diamond embossed matching accessories. 


Diamond-Drain will be available in Western states January 1. Elsewhere, 
it’s in stock now for immediate delivery. 


These new, quality products are made by the makers of Diamond-Rib* 

Roofing and Siding — America’s fastest selling aluminum roofing! KA JS ER 

Get full information now from your Kaiser Aluminum jobber or sales ALUMINUM * 
representative. Kaiser Aluminum & Chemical Sales, Inc., Building 

Products Sales Department, 1924 Broadway, Oakland 12, California. 


Remember, Kaiser Aluminum backs its products, backs its dealers! ¥ 


*trademarks of Kaiser Aluminum & Chemical Corp. 


Circle No. 54 on Handy Cover Card 











NRLDA 
EXPOSITION 
REPORT 


(begins on poge 24) 


Forest City 
Materials Co., 
Brookpark Yard 





MANUAL UNLOADING is simplified at Forest City Materials yard into a one-man 
operation by this adjustable frame, which enables one man to unload one car of 
lumber in one day. 


400-FOOT WAREHOUSE will 
be used for an automated as- 
sembly line of garage parts by 
Forest City Materials. Adjacent 
warehouse of same size uses a 
moving conveyor system to as- 
semble complete loads for 
house jobs. 





BRIEFING DEALERS on Forest City 
Materials operation above is vice- 
president Nate Shafran. Albert 
Ratner, vice-president and Sam 
Miller also were guides at the big 
Brookpark store and yard. This 
leading Cleveland firm has been 
long-time advocate of package 
selling and DSC (Dealer Sales Cor.- 
trol). 





28 December 21, 1957, AMERICAN L'JMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





DO YOU A 
CONTRACTOR 
FOR YOUR NEW HOME, 
REMODELING or REPAIR? 


We have a list of 


CONTRACTORS 


we wiil be proud to recommend 


- 
: Many Types of Credit Available Including 1! 
: No Money Down! ~ 


Open 8:00 a.m. to 5:00 p.m. Six Days 


1011 W. Forgeus Ave. EA 5-2617 





List of Top Contractors 
Bring In New Business 


PHOENIX, ARIz.—Free service in the form of a list of 
qualified contractors, whose work is guaranteed, is getting 
results for Petty’s Builders Emporium. 

A 3%” x 5” ad offering contractors “we are proud to 
recommend” has set phones ringing at Petty’s. The ad is 
repeated every three weeks and the response has been 
immediate every time, says manager L. P. Hermes, Jr. 

Homeowners call up for service, and contractors call 
up, wanting to be added to the “recommended” list. After 
the first few insertions, Petty’s found that more jobs were 
available than contractors. Consequently, the firm backs 
up the display ad with want-ads in the classified section 
for qualified contractors. 

New contractors are carefully screened. They must 
furnish addresses of several jobs which they have com- 
pleted. The work is then inspected and the contractor 
himself is interviewed. If the work appears satisfactory, 
the new contractor is given a job with a known customer, 
who will submit his own report before the contractor's 
name is finally placed on the recommended list. 

Weeded out immediately, said Hermes, are those con- 
tractors who do unsatisfactory work and those who take 
advantage ef the recommendation to charge excessively 
high prices. 

“We also try to fit the contractor to the customer,” 
added Hermes. “There are customers who want to deal 
only with expert craftsmen, no matter what their personali- 
ties may be like; others want work done by a ‘gentleman’, 
even if he is not so skilled. Others want a contractor who 
can honestly show them what they need and how the 
work should be done.” 

Petty’s guarantees the work of all listed contractors. 
The arrangement has advantages for both Petty’s and 
their contractor customers. Working through Petty’s, the 
contractor is able to take jobs with no bidding or competi- 
tion, provided he keeps his prices in line. It enables Petty’s 
to improve their public relations in homeowner and con- 
tractor areas. The firm plans to add an outside salesman 
to work exclusively with contractors. 
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MATERIALS HANDLING DEMONSTRATION, one of seven held during three-day NRLDA con- 


NRLDA 
EXPOSITION 
REPORT 


(Part 2) 


For other Exposition 
reports, see Dec. 7th 
American Lumberman. 
For materials handling 
equipment exhibited 
at Exposition, see 
page 45 this issue. 





vention program, dramatizes need for dealers adapting effective time and space cost control 
techniques by analyzing unit costs. Figures for dimension demonstration shown above, appear 
on score card shown elsewhere in this article. 


Space and Time Controls in Yard Can 
Increase Profits 3% to 5% 


* NRLDA takes first steps to develop mathemat- 
ical approach to help dealers control space 


and time costs. 


* Score card, shown on facing page, was used 
fo calculate unloading demonstration costs at 


Exposition. 


OW MUCH does space cost? Or 
time? How does a dealer control 
them to realize maximum profit? 
How much can a dealer increase 
his net profit by doing so? 
A continuing program designed to 
help dealers answer these questions 
was started by the National Retail 
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Lumber Dealers Association at its 
Cleveland convention last month dur- 
ing three days of materials handling 
demonstrations and meetings. 

“We're taking the first step toward 
developing mathematical approaches 
to help dealers control their space and 
time costs,” explained Carl Muhlen- 


bruch, president of Tec-Search, Inc., 
Evanston, Ill., technical consultants to 
NRLDA’s 1959 materials handling 
committee. . 


The basis of the program, according 
to Jim Wright, the association’s direc- 
tor of materials handling, is to demon- 
strate that dealers can increase net 
profit 3% to 5% by “improved and 
correct materials handling methods 
through the proper costing of time 
and space.” 


Defining materials handling as “the 
science of the movement, storing and 
packaging of material,” Wright said 
that the demonstration comparisons 
were aimed at giving dealers an idea 
of how to figure unit costs of moving 
materials. He said these figures can 
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act as a “police force, a check on the 
cost of materials movement.” 

The convention program covered 
these topics: “Space and Dealer 
Costs”, “Time and Profit”, “Relation- 
ship of Space to Inventory Control” 
and “Standardization Related to Han- 
dling Efficiency.” 

“Only the individual dealer himself 
can decide what steps to take in order 
to control his own costs,” Muhlenbruch 
said. “But he must first know what his 
costs of space, time and standardiza- 
tion are. It is the purpose of NRLDA’s 





continuing program to help him de- DIMENSION demonstration shows fork-lift in action. Score 
termine those costs.” card showing results appears below. A booklet entitled 

Demonstrations. Jim Wright, ‘The Principle of Costing,’’ outlining the three-day materials 
NRLDA’s director of materials han- handling program at the NRLDA convention and used as the 
dling, explained that the basic purpose program workbook, was sold at the show by the association 
of demonstrations was to “dé<ctermine for 50¢ a copy. Booklet includes score cards and layouts 
unit costs per 1,000 bd. ft. of materi- for each demonstration, outline of costing principles and 
al.” He said this is the fist step in speech outlines. 


reducing to numerical data a dealer's 
operation to enable him to adopt 
effective time and space control tech- 
niques (See explanation and chart o! 
time, space and standardization con- 
cepts). 

Cost per thousand figures for the 
demonstrations were computed by add- 
ing handling and space costs and 
dividing by the amount of material 
handled (See sample scorecard used 
for figuring these costs). 

The workshop session devoted to 
the problems of relating space to in- 
ventory control covered two primary 
areas: controlling costs and improving 
utilization of space. Panelists discussed 
Open storage and its protection, pole- 
tvpe sheds, warehouses, yard and 

(continued on page 32) 
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McCRACKEN BOOM in action during one materials handling dem- 
onstration during NRLDA convention program. Seven demonstrations 
were held during three-day program involving lumber and variety 
of building materials. 


SCORE CARD 









CLASS. of EQUIP. MATERIAL HANDLED 
or LABORER $/min. | (min. | DESCRIPTION | AMOUNT 


TRUCK 3,1 
i t 4 | Dimension 3,4b0b4 





EQUIPMENT 
HysTer 
7000 


c LARK 
15,000 


LABORER 











driver aa 
he| pevs 7¢ 
tNvucK 3.74 
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METHOD | SPACE USED | UNIT RATE | AMOUNT STORED 





HANDLING 


+ervck [20 sq §f, 50¢/yx1 15 3.4 hind Set tie 


lO y's tu 
truck] 1204. ft] 504 fy} 9 0 42¢ 


DEMONSTRATION SCORE CARD used at three-day materials handling NRLDA convention program illustrates basic principle of fig- 
uring unit costs for handling and storage. Figures are for dimension unloading demonstration comparing 7000-lb capacity fork- 
lift and a 15,000 unit. 
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The Relationship of SPACE and TIME to PROFIT 


onthe rete: omber industry rere 
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COST CONTROL principles for lumber and building materials dealers are shown in 
chart above. TIME, a variable cost, requires cost control techniques based on records; 
same is true of SPACE, a fixed cost or burden. To control both time and space costs, 
dealers must have his operation reduced to numerical data to cut costs and improve 
yard efficiency. Purpose of STANDARDIZATION is to control variable costs of labor 
and equipment to achieve maximum profit. Used properly, cost control techniques 
can increase net profit 3% to 5%, according to Wright. 





SPACE & TIME 


(begins on page 30) 





building conversion, aisles and yard 
layout and order assembly. 

Space utilization. Stuart Caves, Jr.. 
of Stuart Caves, Inc., Honeoye Falls, 
N.Y., told how his firm cut their aisle 
width from 24 to 18 feet to handle 
16° material to save space success- 
fully. He also explained a direct deliv- 
ery system they use in which materi- 
als are unloaded direct from supplier 
vehicle to his truck without storing. 
Costs are cut on storing and handling, 
he pointed out and on minimum 
handling means less damage. 

Mason Shafran, Forest City Materi- 
als Co., Cleveland, said that his firm 
allocates space on the basis of what 
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products fluctuate in price on the 
market. The purchasing department 
then buys within the limits of that 
space allocation for each material. 
Caves said that he is a more average- 
size dealer and although his firm 
schedules buying on market price, 
allocation is not so important in his 
operation. He buys material in the 
winter for supplying large builders in 
the spring in order to save on labor 
costs. Asked whether he uses extra 
space to do this, he said it wasn’t 
necessary. 

Open storage. How much volume 
a dealer can run through productive 
space is the problem of open storage, 
Wright said. Costs can be reduced by 
high stacking—three or four units— 
or cubing, although he cautioned 
against too high stacking because of 
the safety factor. In general, he said, 


an average unit can be covered for 
5¢ a square foot. 

Volume of turnover is all-important 
in deciding whether to store materials 
covered outside or build an open-face 
building, he explained. Volume, ma- 
terials, cost of moving materials must 
all be considered in figuring open 
storage. 

Umbrella-type pole storage build- 
ings of aluminum can be built for 
between 75¢ to $1 per square foot, 
according to Grant Facer, of Kaiser 
Aluminum & Chemical Sales Corp., 
Oakland, Calif. Showing slides of this 
type building, he defined the umbrella 
type as a storage building that “bridges 
the gap between open and closed 
storage.” 

Warehouse costs. F. C. Dansereau, 
National Gypsum Co., outlined a typi- 
cal example of how 77% of ware- 
house space can be lost for ware- 
housing purposes (10% in_ height; 
50% in aisles and office space; 17% 
in palletization or unitization). In a 
building measuring 60’ x 150’ this 
means just roughly 2,200 square feet 
of the 9,000-square-foot total. If the 
building is 20’ high, total cubic feet 
is 90,000. With a fork-lift truck with 
a 16’ maximum lift, 18,000 cubic 
feet is lost. 

Figuring a building cost of $3.73 
per square foot, including foundation 
and footings, a total of $26,000 is lost 
for warehousing in a structure costing 
$33,000. He explained that this ware- 
housing loss could be substantially 
reduced by cutting down operating 
space within the warehouse (e.g., load- 
ing and unloading freight cars out- 
side), decking, using storage at aisle 
ends where big turns are not neces- 
SoTy. 

Shed and yard conversion. Wright 
bl ieprinted essentials for dealers to 
consider in designing efficient storage 
and yard layout. He said the individ- 
ual dealer should study his operation, 
make a general plan and fit his 
inventory into this plan in three prin- 
cipal steps: 

1. Figure cubic space to store ma- 
terials with high markup for closed 
storage. 

2. Figure cubic space for high 
volume material for semi-closed stor- 
age. 

3. Figure cubic space for low vol- 
ume materials for open storage. 

He said an average breakdown 
would probably provide 24% of 
closed storage, 26% semi-closed. and 
50% open. 

Once buildings are planned for 
inventory, a chart should be made of 
materials movements to determine 
most efficient yard layout. Then an 
inventory control plan should be es- 
tabliched, A dealer must first deter- 
mine how much he can move without 
storage. Wright said that in general 
when labor is made more productive, 
machinery is also made more produc- 
tive. 

Standardization. William Restrick, 
chairman of the Restrick Lumber Co., 
Detroit, urged dealers to standardize 
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SPACE COST CONTROL panelists for NRLDA materials han- 
dling program are (I. to r.) Jim Wright, NRLDA’s director of 
materials handling who heads up the association's continuing 
materials handling program; F. C. Dansereau, National Gyp- 
sum Co., Buffalo; Grant Facer, Kaiser Aluminum and Chemical 
Co., Oakland, Calif.; Jake May, U.S. Gypsum Co., Chicago; 
and Mason Shafran, Forest City Materials Co., Cleveland. 


units to cut costs. He outlined standard 
packets he uses for studs and boards. 
Units are stacked four high through- 
out the yard. He used slides to demon- 
strate an automatic truck loading 
device his firm uses and an apparatus 
called a Hydro-wedge which works off 
fork-lift truck power, can lift up to 
5,000 pounds and is used to lift stag- 
gered stored units for truck forks, 
thus increasing efficiency of lumber 
movement and saving labor. The 
Hydro-wedge was designed by a Rest- 
rick employee. 

Frank Hankins, Jr., of H. H. Hank- 
ins & Bros., Bridgeton, N.J., discussing 


equipment utility, urged dealers to 
make a survey of their own operations 
to analyze their own needs. He said 
that all he could try to do was “stim- 
ulate interest in fork lift, delivery and 
conveyor equipment.” 

He explained that his firm does an 
annual volume of $850,000 a year, 
operates in an agricultural community 
of 20,000 with a large do-it-yourself 
and industrial trade with only small 
builders (the largest building 25 homes 
a year). He said his yard operates 
three hydraulic dump trucks (which 
he prefers to roll-offs), one roll-off 
truck, four pick-ups, two station wag- 


ons, and one 8,000-pound fork-lift 
which he rents out at $15 an hour 
when not in use. His company rigged 
up a dump, which they use on hard 
materials handling. 

Paul V. DeVille, new NRLDA 
president and head of DeVille Lumber 
Co., Canton, Ohio, showed slides of 
his units stacked 10’ high in open 
storage and in an umbrella pole build- 
ing, also a special rack he built for 
storing asphalt shingles. The rack is 
placed at the end of the umbrella 
building. 

Work procedures. Charles Pick- 
hardt, head of materials handling for 
National Gypsum Co., offered these 
suggestions for more efficient pro- 
cedures: 

* Whenever possible, correlate de- 
liveries to permit direct transfer from 
supplier vehicle to dealer vehicles. 

* Pay $4 a day demurrage on rail 
shipment rather than hiring extra help 
to unload freight car within two days 
allowed; for $16 you can have full 
week to unload. 

* Be sure to team a “go-getter” work- 
man with a slow one to insure steady 
work; avoid teaming two slow ones. 
* Avoid handling some materials ex- 
cept on the job (example: if you need 
73 units and they are packed 40 to 
the unit, take two units to job, unloac 
73 and haul remainder back to in- 
ventory. 

* Consider installing two-way radios 
(office to truck; office to shed). 

* Delegate responsibility. 











“Understand he got the job 
through a classified ad in 
AMERICAN LUMBERMAN!” 


Whether you're looking for a new job... 


a new man to fill an old job . 
buy or sell equipment, lumber, a business 
—you'll get results by using the classified 
pages of AMERICAN LUMBERMAN! 


American Lumberman 


59 E. MONROE STREET * CHICAGO 3, ILLINOIS 


. want to 
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New 


DOUBLE EDGE 


Hack Saw 


Now ONE hack saw blade 
for cutting all thicknesses 
of metal. Home owners 
and mechanics will really 
go for this new flexible 
blade. 


Individually carded 
blades 


Circle No. 66 on Handy Cover Card 





SAM PRICE, Manager 





Look—Here's Proof ! 


Records were kept of all sales for a two year period, 
then traced back to HOME MAINTENANCE & 
IMPROVEMENT Home Owner recipients. 





% CUSTOMERS 
SOLD 


$ VOLUME 
SOLD 


Using the basic Master Merchant sales too, HOME 
MAINTENANCE & IMPROVEMENT, Forkner- 
Manger Lumber Company has—not only increased 
by 64% the number of new customers... but he 
upgraded present customers (and new) by a 
fantastic 302.6% in the average dollar purchase of 
each customer, proof that HOME really does a job 
for lumber and building material dealers. 
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MASTER MERCHANT Says: 


INCREASE IN DOLLAR VOLUME 
sPER CUSTOMER RECEIVING: 


HOME 


rice, General Manager of the Forkner-Manger Lumber 
ompany of Anderson, Indiana, reports: ‘“‘We at Forkner- 
Manger Lumber Company have kept accurate records over a 
two year period of time on the business that HOME MAINTE- 
NANCE & IMPROVEMENT have brought us. The first year, 
we mailed 100 to our mailing list; we sold 43.9 percent of the 
HOME recipients, an average of $40.27 per customer. The 
second year, we resold 63 percent for an average of $155.37 per 
customer. We increased our mailing list to 500 copies per quarter, 
and sold 72 percent for an average of $162.13 per customer. 
Now in 1959, we subscribed to over 1,000 copies, which is 
evidence in itself that HOME MAINTENANCE & IMPROVE- 
MENT mailed regularly does build business for the Lumber 
and Building Material Merchant.” 

This alert lumber dealer wanted to prove to himself that HOME 
magazine worked for him. His effort assures other dealers that 
with HOME he can start now on an aggressive business building 
promotion TSP program. 


The all NEW! TSP MASTER MERCHANT service... 
created by the publishers of American Lumberman, HOME 
MAINTENANCE & IMPROVEMENT and the all new TSP 
service is the only independent—completely integrated dealer 
merchandising service in America. 


TSP EXCLUSIVELY FOR YOU—Never before have you 
been able to get such a complete, expertly planned, exclusive 







maintenance 
and improvement 







lumber dealer sale 
service. Designed with 
you in mind alone with 
the flexibility that makes 
it useful and effective for 
the smallest, or largest 
building material dealer. 
MAKES BIG TICKET SALES—With tens of thousands of 
home additions and modernization projects, and thousands 
of new master home plans ordered and stimulated by the pages 
of HOME MAINTENANCE & IMPROVEMENT, its 
MASTER MERCHANTS are quick to realize the value of 
HOME magazine as a basic selling tool. Most dealers interviewed 
tell us that “the homeowner on an average saves HOME for 
from four to five years.’’ This adds the dimension of long life 
to the sales impact of this tested and proven sales builder. With 
copies referred to over the years, your advertising (sales) invest- 
ment pyramids for you each year. 

TSP BUILDS CONTRACTOR BUSINESS — In addition 
to new home and modernization sales, as reported by HOME 
Master Merchant dealers, the Big Plus is the opportunity to 
increase sales with contractors. HOME ’s editorial content is 
written to stimulate contractor sales too. Home Master Merchant 
dealers report that it helps them control the sale (DSC), and 
at the same time, it developes new customers for their con- 
tractor friends. 
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badd me complete information on 
the it new- Hole Meiter Merchant Total Selling Pion. 
I wish to-consider it for my 1960 Merchandising Plan. 








THIS ALL NEW MONEY 
AAKING BUSINESS BUILDING 
DEALER OPPORTUNITY TODAY! 


DEALERS! 


Write today for the full story 
on the all NEW Total Sales 
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HOME PLANNING 
CENTER 

From designing complete 
kitchens to selecting the 
proper floor covering, wall 
colors or decorative hard- 
ware, Long Leaf’s style- 
conscious consultants can 


FLOOR 

COVERINGS 

Select the floor that fits 
your room function from 
Long Leaf's wide assort- 
ment of carpets, linoleum, 
asphalt or vinyl tile and 
wood block flooring. 


CUSTOM 
KITCHENS 
Individualized planning 
creates kitchens that pro- 
vide the last word in cabinet 
styling and appliances that 
work magic in meal prep- 
aration. 


VEVnms ane Ver ree-. — 


help make your home more 
beautiful . .. more liveable. 


DEALER SALES CONTROL 
(See Page 5) 





Louisiane dealer creates a — 





Home of Complete Service 





OR MORE THAN 42 YEARS, the 

Shreveport (La.) Long Leaf Lum- 
ber Inc. has won the hearts of builders 
and architects with quality and serv- 
ice. Now president Joseph F. Loftus 
and his associates have added another 
selling tool: the handsome showplace 
pictured on these pages. 

Directly above is a reproduction of 
the “Quality” mailing piece created 
by Long Leaf Lumber’s advertising 
agency. The six picture panels at the 
top of these pages are reproduced 
from the dealer’s promotional folder, 
describing Long Leaf Lumber’s one- 
stop services for the building industry. 

Over 500 builders and architects 
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previewed the new $500,000 business 
home at an open house early this 
fall. Later the public was invited to 
inspect the showplace. 

Commanding the front of the 110,- 
000 sq. ft. triangular site, the building 
dramatically combines walls of glass 
and enameled metal with exposed 
laminated wood beams and columns 
which support the roof and offices on 
a mezzanine floor. 

Luminous plastic suspended ceilings 
light the entire terrazzo-floored dis- 
play area, accented by large plastic 
bubble lights hung at varying heights 
and location. 

Services. As part of its new mer- 


chandising plan, the Long Leaf Lum- 
ber company announced a complete 
home planning service, coordinated 
with the new store. A special room is 
available for consultation by experts. 
This includes counsel on a new cus- 
tom home, kitchen planning, selecting 
floor coverings, wall colors or dec- 
orative hardware. 

A separate hardware display room 


has individual panels for product se- ' 


lection by builder or consumer. Other 


departments are floor coverings, 
paints and millwork. 
Among Long Leaf’s __nationally- 


known products are Schlage locks, 
Truscon metal windows, Curtis Fash- 
ionwood custom kitchens, Sargent 
locks and hardware, Philco built-in 
kitchen appliances, Glidden paints 
and Wilson Art plastic-finished wall- 
board and countertops. 

Although the firm does not prefab- 
ricate house components, it has long 
been a leader in architectural mill- 
work. 

Long Leaf installs floor coverings 
with its own mechanics. Home im- 
provement financing is arranged for 
homeowners through FHA _ insured 
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DISTINCTIVE 
HARDWARE 
Decorator details to enhance 
every architectural theme 
may be found among Long 
Leaf’s extensive selection 
in the specially designed 
home hardware room. 


ded 











PAINT 
CONSULTING 

Paint experts are available 
to coordinate your wall 
colors and the type of paint 
best adapted to every sur- 
face, inside or outside your 
home. 


ARCHITECTURAL 
MILLWORK 

A complete plant is devoted 
to the manufacture of man- 
tles, doors, stairways and 
built-in units, to your spec- 
ifications. 











for Builders, Consumers 


loans or through a local bank. 

Ample free parking is provided on 
both the curved front drive and inside 
the paved open yard area. Another 
customer convenience is a coffee bar 
in the store. The firm plans an exten- 
sive retail advertising campaign to fol- 
low-up the new display facilities. 

Storage. A fireproof masonry wall 


SUBURBAN SHOWPLACE 
in Shreveport, La., is ac- 
cessible to every neigh- 
borhood on the city's 
newest cross-town artery, 
Hearne Avenue. The store 
will serve both builders 
and consumers. 


separates the display room from the 
38,000 sq. ft. warehouse. The yard 
also includes rows of “umbrella” 
sheds. 

The warehouse sits on a floor of 
reinforced concrete, with walls of cor- 
rugated asbestos over a steel frame, 
which supports a gypsum roof deck 
over steel joists. 
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An 80’ wide central area is flanked 
by lumber racks for storage in layers 
up to 23’ high. A raised portion of 
the warehouse is used for storage of 
gypsum board, roofing insulation and 
similar items that can be loaded di- 
rectly into delivery trucks at truck 
bed height. 
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CHEIM PRE-FAB HOMES 


BUILDER «44 Je 
TRACT NAMB (ye) 
LOCATION san w/e se 


LOT NUMBER ‘2 PLAN NUMBER F+/7 


DATE Jens d/957 


BUTLDER Abs 


CHEIM PRE-FAB HOMZS INC, 


Pre 





JOB MO. 72 


TRACT WAMR_ A) //> Zeer’ 2 


LOCATION _ Sam eee 


BLEVATION. gee 





POUNDATION LOAD 


FOUNDATION 


FRAME LOAD 


LOT NUMBER 7 ___. PLAN NUMBER 47 ELEVATION ce 


FRAME LOAD 


Master List: The Secret 


Tract builders receive only three simple invoices per house from 
Cheim Lumber, instead of long, itemized lists. Precutting plan 


also reduces dealer's office work. 


HEIM PREFAB, INC., a San 

Jose, Calif., lumber dealer, has 
perfected a simplified invoicing and 
delivery system which cuts costs for 
both the lumberyard and its tract 
builder customers. 

Cheim’s precutting is built around 
three master list sheets which are il- 
lustrated above. They reflect a de- 
tailed spread for each piece of precut 
lumber that goes into every dwelling 
unit, together with the price which is 
extended in the totals on the right 
column of each sheet. 

The master lists control the effi- 
cient packaging and delivery to 
Cheim’s customers, most of whom 
build from 75 to 100 houses at a clip. 

Headings. Facsimiles of the three 
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basic load lists are shown above. The 
abbreviated column headings refer to 
the following: 


FOUNDATION AND 
FRAME LOADS 


COLUMN 1 - Usage COLUMN 8 - Cut 
COLUMN 2 - Num- (applies to 
of pieces roof load 

required only) 
COLUMN 3- Size of COLUMN 9 - Linear 
piece feet 

COLUMN 4- Length COLUMN 10 - Board 
COLUMN 5 - Grade feet 
of lum- COLUMN 11 - Total 

ber board 

COLUMN 6 - Mate- feet 
rial(Type COLUMN 12 - Price 

of lum- (per 

ber) thousand) 
COLUMN 7 - Mill COLUMN 13 - Total 
(smooth (price ex- 

or rough) tension) 


ROOF LOAD 
COLUMN 1 - Usage COLUMN 8 - Cut 


COLUMN 2 - Num- (angle cut at 
ber of end of 
pieces board) 


COLUMN 3-Sizeof COLUMN 9 - Pitch 
piece COLUMN 10 - Linear 

COLUMN 4 - Grade feet 

COLUMN 5 - Right COLUMN 11 - Board 


- hand feet 
piece COLUMN 12 - Total 


COLUMN 6 - Left board feet 
hand COLUMN 13 - Price 
iece per 

COLUMN 7 - Over- thousand 

all length COLUMN 14 - Total 
(price ex- 
tension) 

First step in preparing the sheets is 
study of the contractor’s blueprints 
by the dealer’s drafting department. 
They interpret the specs in terms of 
individual items, transcribing the prop- 
er load and cutting schedule to the 
master lists. 

The sheets are then routed to the 
pricing clerk for individual pricing 
and extensions. 

Distribution. The sheets are then 
mimeographed. Copies are sent to the 
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CHEIM PRE-FAS HOMKS INC. 


BUILDER _ o/shn Dee 
TRACT NAM Millusted 
LOCATION _§ 44 Jes 


LOT NUMBER i2 PLAN NUMBER 977 K&LEVATION 4 


ROOF LOAD 


ROOF LOAD 





DATE June Limey 


JOB NO. a 





DON McCANN, assistant manager at Cheim Lumber, inspects 
a precut package which is ready for strapping. 





TWO CHEIM TRUCKS ready for 7:30 a.m. departure to a 
building tract. Identification marks on the lumber tell then; 
the lot number where the load is to be delivered. 


of Precutting Efficiency 


builder’s office, to Cheim’s precut- 
ting department and to the book- 
keeping department. 

By receiving a copy of the lists be- 
fore the lumber is precut, the builder 
can check for discrepancies in time 
to correct any errors. 

After the builder approves, invoices 
for every phase of each house is 
standardized. Each invoice contains 
the builder’s name, the phase load, 
the lot number, the plan number, the 
elevation number and the total cost 
of the phase load. 

This means that instead of checking 
long itemized statements, the builder 
only checks three simple invoices for 
each of his houses. It is estimated that 
this saves the builder the salary of a 
clerk for every one-hundred-house 
project! 

Office work cut. Usually, San Jose 
builders offer four floor plans for the 
tract homes. They then project four 
elevations for each floor, making a 
total of 16 separate designs for the 


tract. 

Under Cheim’s plan, all the lumber 
used in the 100 houses is shown on 
four master foundation lists, four 
master frame load lists and 16 master 
roof lists. This totals 24 calculations, 
compared to 1,600 if each item was 
invoiced separately. 

Precutting. Using his copy of the 
master lists as a guide, yard manager 
Jack Danley makes sure that identical 
cuts are piled in separate stacks and 
each piece marked by crayon with a 
number showing where it fits into the 
house. 

The foundation load, the frame 
load and the roof load are assembled 
according to the master list sheets. 
Each load is wire strapped. On the top 
of each bundle appears the number 
of the tract and the lot number to 
which it is to be delivered. 

A cardboard bearing Cheim Lum- 
ber Co.’s trademark is stapled to the 
side of each bundle. 


December 21, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 


Delivery. The contractor’s office 
notifies Cheim when each house is 
expected to be ready for the loads. 
To forestall possible time lags in case 
the dates are pushed ahead, Danley 
makes sure that all lumber is cut 
three days prior to the requested date. 

Each Cheim truck carries a single 
bundle. If 10 foundation loads are 
scheduled to arrive at a project on a 
Tuesday morning, ten Cheim trucks 
depart from the yard at 7:30 a.m., 
each carrying a single package. 

Upon reaching the tract, the driv- 
ers check the lot numbers inscribed 
on the top board with the lot num- 
bers the builder has staked out on the 
property. If the two numbers check, 
the lumber is unloaded. 

Bob Cheim, vice-president of the 
firm, said that 70% of the three mil- 
lion board feet of lumber sold by 
Cheim Lumber Co. are precut in the 
Cheim Pre-Fab Inc. yards. The key to 
this success is the master sheets that 
control sales and cutting and delivery. 
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Two Builders Become Dealers 


And Learn The Hard Way 


The retail building materials business is not the bed of roses 
which they had thought. But they came up with a unique sys- 
tem which works: Cash-and-carry firmly tied to exceptional 


customer service. 


FEEDING HILLS, Mass. 

N 1948, Louis and Anthony Egna- 

towich were a couple of brothers in 
the building business. Business wasn’t 
bad, but the lumber business looked 
better. If every builder, they figured, 
was pouring out the money they were 
for building materials, the lumber 
dealer must be a very rich fellow in- 
deed. 

So, in 1952, the brothers went in- 
to the lumber business and waited for 
the money to pour in. They dis- 
covered, however, that as builders they 
had been one of a very few who had 
been paying their bills monthly. A 
lumber dealer, they learned, should 
carry a builder until that happy day 
when the builder comes around to 
square his account. 

Those happy days became further 
and further apart—until the brothers 
finally declared themselves. And when 
they spoke, they said, “Cash and Car- 
ry 


“That was two years ago. Today, 
they have just about liquidated their 
accounts receivable; they are building 
20-30 houses yearly and recently set 
up their lumber operation in a new 
building. 

C&C With Service. Contrary to the 
experience of many dealers who have 
shifted to C&C, Feeding Hills have 
found time to step up their service to 
the individual rather than thin it down. 


All orders phoned in for sash and trim, 
for example, are strapped as a bun- 
dle, ready for convenient pickup. 

On any sort of planning, they ar- 
range for the customer to pay in ad- 
vance, then assist him with the proj- 
ect, step-by-step. They recommend 
the same sub contractors they use in 
their own home building, thus create 
good will both ways. On carpenter 
work, they sometimes use their own 
mechanics. 

On one recent job, the customer 
paid $4,000 in advance on what was 
finally a $10,000-$12,000 bill of ma- 
terials for a building to house eight 
efficiency apartments. Ultimate total 
cost is estimated at $60,000. The cus- 
tomer is furnishing his own labor; the 
brothers are assisting with technical 
advice. 

They suggested to the customer 
that he use roof trusses. They furnished 
the design, built a jig and the cus- 
tomer took it from there. When a re- 
taining wall was needed, they sug- 
gested the foundation man whom they 
usually employ. The customer draws 
his materials as needed on the $4,000 
credit he has established and _ will 
make a further payment when this 
sum is exhausted. 

Another project involves the con- 
version of a breezeway and garage in- 
to an animal hospital. The job will 
cost about $12,000 for materials and 


all labor. In this case, Feeding Hills 
Lumber is furnishing materials and 
carpenter labor, from which it can 
draw from its housing project. 

Because labor is involved, pay- 
ments are made weekly, a better ar- 
rangement by far than extending un- 
limited credit to a general contractor. 
In both cases, it is estimated that the 
customer may save 15% of the total 
cost. 

Even purchasing has benefited be- 
cause of C&C at Feeding Hills. Rath- 
er than running around trying to make 
collections, they now use the time 
shopping for good buys. They recent- 
ly made such a find in rustic fencing 
on which they can make a good prof- 
it, also using it as a sales leader. 

The new building, 60’x36’ is of the 
truss type allowing clear span across 
the interior and up to 16’ under the 
eaves. Sheathing is plywood texture 
1-11. The building is designed primar- 
ily to hold all materials necessary for 
building a single average size home. A 
second floor balcony contains a con- 
ference room, office and space for 
dimension lumber, doors and windows. 
Additional inventory is housed at the 
old location, now used as a ware- 
house. 

Results listed. One truck is kept busy 
on the road; three were used before. 
Two flatbeds are now virtually re- 
tired. Customers have no difficulty in 
hauling their own materials, the 
brothers discovered. It seems that al- 
most everyone has a relative or friend 
who can procure a truck. 

“The two flatbeds are making mon- 
ey for us just sitting there,’ explained 
Louis Egnatowich. “They’re not burn- 
ing gas, we're picking up deprecia- 
tion and no one’s tied up as a driver.” 

Feeding Hills Lumber, although 
not considered a major operation, is a 
sound one that has come over a few 
of the hurdles and landed on its feet. 
They’re rendering a distinct service to 
a small community and to keep that 
position, they have plans for further 
customer service, proving that cash & 
carry needn’t be merely a money 
transaction. 
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Follow Art Hood’s ‘‘Management”’ 
Series in Each Issue of A.L. 
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Dealer Sales Control 
See Page 5 
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Dealer Benefits Determine Buying Source 





Sales Training 





Joop meetings 


Consumer Contacts 





Builder Contacts 





Architect Contacts 





Consumer Acceptance 





Builder Acceptance 





Architect Acceptence 
National Advertising 


Engineered Display 





Free samples and literature 


Nearby stock 





Days to wait for order 


Can we wholescle 





Can we job 





Number of items to offer 


Profit. rating 








Total wating 





* At the time of the survey Sewanee had 
on display Company A’s line and showed 
samples of the other two. For a period of 
one year, consumer preferences were :e- 
corded, resulting in these percentages. 


Scientific Rating System 
Determines Buying Source 


Tennessee retailer establishes point 
system to select best all-around 
plywood supplier. 


How do you pick your supplier—price, fast service, con- 
sumer acceptance? 

Wade H. Mitchell, Jr., manager of Sewanee Coal and 
Supply Company’s millwork department, Chattanooga, 
Tenn., has tried a point system which has worked so well 
that it will be extended to the firm’s other three depart- 
ments. 

Mitchell’s first test involved three suppliers who wanted 
to sell him prefinished plywood. He devised a rating system 
to determine which of these three suppliers would offer the 
greatest dealer benefits. First, he listed 41 species of dec- 
orative hardwood plywood to see how many species each 
company carried. To compute markups on each line, he 
listed costs to dealers, suggested retail prices, contractor 
discounts and wholesale prices. 

Summaries on each company showed Company A with 
10 species in their line and a 40% retail markup; Company 
B with 19 species and a 40% retail markup and Company 
C with 19 species and a 40% retail markup. The rating sys- 
tem also included 17 dealer benefits. 
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Deville Lumber Co., Canton, Ohio 


MULTIPLEX DISPLAYS 
HELP CUSTOMERS BUY 


Your retail customers need more product information 
and other assistance than builders or contractors. An 
excellent way to handle this problem is by the use of 
informative displays. 


For panelling, molding, wall and floor coverings, doors 
and many other “‘flat’’ items, Multiplex Display Panels 
are ideal. They are available in a range of sizes from 
18” x 21” to 48” by 96”. Panels are steel-framed and 
use pegboard, fiberboard, plywood, and other fillers 

. can be used as a wall-mounted unit (see photo) 
with any number of panels, or as a self-supporting 
stand-up unit—from one panel up to twenty. 


Our new catalog illustrates the use of Multiplex in 
other dealers’ showrooms, and describes sizes, prices, 
construction features, etc. Mail the coupon for your copy. 


Drawing at right illus- 
trates the floor space 
needed for a typical 10- 
panel Mu!tiplex Display. With 
80” high panels, more than 
300 square feet of display 
space is provided. 


Show it well, and it wil! sell! 


MULTIPLE 


907-917 North 10th Street 


Display Fixture Co. 


St. Louis 1, Missouri 
Please Send me literature on your Display Equipment 


COMPANY 
ADDRESS 
CITY AND § 
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OF FINE 


NORTHERN 
HARDWOODS 


7 SUPER, 





For more than half a century Northern 
Woods have been recognized for their 
high quality and satisfactory service. 
Today's products of the Northern region 
are better than ever—well-manufactured, 
accurately graded, properly dried. Con- 
sult the firms on this column for your re- 
quirements in all Northern Woods. 





*+J. W. Wells Lumber Co. . . Menominee, Mich. 


Hard Maple and Oak Flooring. Strip, Herringbone, 
Block patterns. Custom kiln drying. Upper grades 
Hard Maple and Birch tumber, rough. 








Goodmon Lumber Div., Calumet & Hecla, Inc. 
Seles Office: GOODMAN, WISCONSIN 
Mills at: Geodmen, Wisconsin and Mohawk, Michigan 


Nerthern Hardwoods, Hemlock, White Pine and Bass- 
woed, Herdwood Dimension, Pianing Mill, Dry Kiins 
Rotary Cut Veneers 





Member Maple Flooring Mfrs. Assn. 


*Member Northern Hemlock & Hardwood Mfrs. Assn. 
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Shopping Your Store 
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Good Salesmanship Under 


Bad Selling Conditions 


(This is the fourth in a series of arti- 
cles describing experiences of Ameri- 
can Lumberman reporters, who 
shopped lumberyards from coast-to- 
coast as typical customers. Watch for 
next report.) 


HIS PARTICULAR metropolitan 
yard was visited during the heat 
of a typical summer day. 

I had an unfinished Cape Cod at- 
tic that I wanted to make livable. 

“I don’t handle any of that stuff,” 
the yardman said, “you better go in- 
side for that.” 

Granted, the man wasn’t trained 
as a salesman, but as a new potential 
customer, I wasn’t impressed with the 
yard’s desire to take my money. 

Inside, it was a different story. The 
branch manager, doing the duty of of- 
fice manager, telephone salesman, ad- 
ministrator and public relations man, 
was exceptionally helpful. He did an 
excellent job of preliminary selling, at 
least in making me want to come 
back. 

After describing the project (attic 
running full length of house, partial 
insulation, general dimensions, etc.), 
I wanted to see what he would do to 
sell me some materials. He inquired 
about my preferences in wood, pro- 
duced available samples and dis- 
cussed price. 

Down to earth. He told me about 
his own experience, just a few weeks 
before, on the same type of project. 
Whether it was true or not, he im- 
mediately got my attention and 
started to sell me. 

I asked him what his project cost 
—in general figures. He declined to 
say exactly, because he got trade 
prices, and this would be impossible 
for me. 

Again, at least from my own point 
of view, he hit home. I asked him 
about quantity discounts and whether 
he treated his contractor cusomers 
in a different way. 

“Sure, we do. They buy a lot and 
they get a better price than someone 
who comes in once a year and buys 
a board from us. Not meaning you 
necessarily.” 

But at this point, he didn’t press 
for one advantage that he might have 


wanted. He didn’t talk about credit 
or what I could do to run up a big 
order for anything—in addition to the 
Cape Cod renovation. But he certainly 
put all cards on the table otherwise. 
He talked about both price and qual- 
ity in materials, their relative advan- 
tages, the importance of not forget- 
ting practicality by buying inexpensive 
materials for this project because they 
looked good, but would not hold up 
under the beating that several small 
children might give them. 

Then we got down to cases. He 
wanted to know if I had exact meas- 
urements. I told him only in general 
terms, overall length and width, etc. 

“Well, you take this printed mate- 
rial,” he said, reaching behind the 
sales counter for a company brochure 
and a home improvement magazine, 
given by courtesy of the company. 
“You measure the area, carefully,” 
he added, showing me how to do it, 
“and come on back with the figures.” 

It wasn’t hard to sell; this yard has 
all the contractor business it can han- 
dle—and basically home improve- 
ments are small potatoes for this 
branch of a very big metropolitan 
outfit. 

Soft sell. It was this interest at one 
of the busiest parts of the day that 
made me react the way I did. For 
what I gave the salesman to work with, 
I think he stressed just about all the 
right things, including some personal 
fetishes about honesty and the soft 
sell. 

But the salesman did want me to 
come back, even though, in this 
dense area, there are other more con- 
venient and accessible yards to call 
on. So the salesman touched most of 
the bases in this particular instance. 

The yard itself left much to be de- 
sired. The selling and display area is 
crowded and hot. The office is being 
redone and things were in a mess. 
The yardmen made no move to wait 
on me. I finally asked about some 
camping poles. The yardman cut the 
desired length, then said he couldn't 
help with any attic problems, etc. 

So in the final wrapup, both sides 
profited: I got a definite impres- 
sion (helpful manager, poor physical 
surroundings), and the yard got a sale 
—five tent poles. 
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Dealers See Laborsaving and Merchandising Machines 
at NRLDA Exposition 











Offers Portable Concrete Batching Plant 


A complete portable ready-mix concrete batching plant 
adaptable to most any size job operation was introduced to 
lumber dealers for the first time at the NRLDA Show. Stand- 
ing beside the new unit above is the manufacturer’s secretary- 
treasurer Otis H. Manchester, Jr. (left) and Fred W. Rech- 
steiner, manager of distributor sales. 

Called The Hustler, the six-yard weigh batcher and belt con- 
veyor feeder is manufactured by the Concrete Transport Mixer 
Co. It is especially designed to put a dealer or contractor in the 
profitable ready-mix business. The entire unit, including the 
Case loader, Chevrolet truck and 5-yard Rocket Mixer, sells 
for $26,000. It is available from distributors or direct from 
maker. Literature and an extended payment plan also are 
available to lumber dealers. Concrete Transport Mixer Co., 
Dept. AL, 4985 Fyler Ave., St. Louis 9, Mo. 

Circle No. 201 on Handy Cover Card 


Open Well Lumberjack Announced 


Introduced to dealers at the NRLDA Show for the 
first time, the new DeKalb Open Well Lumberjack now 
is standard with removable cross members. For normal 
use, the removable members are installed in special 
brackets over the well area as shown in photo, far right. 
For additional versatility, the easily removed cross mem- 
bers are stored forward in a special housing to open up 
the entire expanse of the well area for convenience in 
handling door and window frames, insulation or cement. 

The new model Lumberjack offers a larger cab area 
and increased visibility for the driver. Optional equip- 
ment available includes an 11” tail gate, side compart- 
ment, stake racks, heater, directional signais plus paint- 
ing. DeKalb Commercial Body Corp., Dept. AL, DeKalb, 
Ill. 
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A Multi-Purpose Pneumatic Powernailer 


Three Ohio convention-goers, left to right, manager H. G. 
Fishleigh and assistant manager Gerald D. Young of Lake 
Shore Lumber & Coal Co., Painesville, and builder Irwin S. 
Duchon, Duchon & McGinty, Cleveland, watch tool demon- 
stration conducted by manufacturer’s engineer K. Ruf. 

Offering unlimited nailing applications, the new Model HP 
Powernailer is trigger or touch actuated. It may be used for 
flat or vertical nailing. It is ideal for use in nailing exterior 
sheathing, interior wall panels, all exterior siding, nailing 
trim and molding or for toe-nail roof sheathing and subfloor- 
ing. Available now, direct from maker, the Model HP Pneu- 
matic Powernailer is shipped complete in fitted steel carrying 
case also containing conversion parts necessary for driving 13 
gauge and 16 gauge Powercleats; 20° toe-nailing shoe, flat 
shoe and a blank shoe for forming to trim molds. Powernail 
Co., Dept. AL, Prairie View, Il. 
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(For more new equipment, see page 44) 
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NEW EQUIPMENT 


(begins on page 43) 





Portable Truck Takes 
Strapping To the Job 


A new Unit-Load Truck and Coil 
Holder that holds everything you need 
for strapping—-Unit-Load Band, tools, 
seals, anchors, corner protectors—and ac- 
commodates 4”, 144” and 2” wide Unit- 
Load Band in ribbon-wound coils was 
introduced to lumber dealers for the first 
time. Getting a firsthand description of 
the Model E46A0 steel strapping truck 
and coil holder is salesman Ralph A. 
Hanno, left, Northwest Lumber Co., Co- 
lumbus, Ohio, from manufacturer’s rep- 
resentative C. R. Lammers. 

Constructed of all-welded, tubular steel, 
Model E46A0 is designed to be a com- 
pletely self-contained portable strapping 
station that can be wheeled right to the 
work and from job to job. It moves easily 
on its 10” rubber-tired wheels and the 
tubular steel handle is flared to provide 
greater handling stability. The E46AO 
now is available direct from maker. Lit- 
erature and price information may be 
obtained by writing Acme Steel Co., 
Dept. AL, 135th St. & Perry Ave., Chi- 
cago 27, Ill. 

Circle No. 204 on Handy Cover Card 


Provides a Fashion-Right 


Color Service 


Introduced for the first time to lumber 
dealers, the Acme Fashion-Right Color- 
ometer is an all-new, semi-automatic col- 
orant dispensing instrument small enough 
to fit on top of a dealer’s counter. Only 
a 3’ x 3’ space is required for the Col- 
orometer explains manufacturer’s field 
sales promotion manager Lillard A. 
Schmidt (left) to accountant James A. 
Northup, Shoemaker Lumber Co., Ford 
City, Penna. 
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A customer simply picks out the color 
he wants. The color is matched with its 
formula card, which tells the exact 
amounts of the colorants needed. The 
Colorometer employs 10 colorants and 
delivers any color in any finish in any 
quantity, says maker. It is powered by a 
% hp motor. A dealer may buy the 
Colorometer for $485. It now is avail- 
able direct from maker or from distribu- 
tors. A program of cooperative advertis- 
ing allowances also is available to deal- 
ers. Literature and price information 
may be obtained by writing Acme Qual- 
ity Paints, Inc., Dept. AL, 8250 St. Au- 
bin, Detroit 11, Mich. 
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Fox Introduces a New 
Truck Bed Kit 


Secretary-treasurer Fred Behnke, right, 
Paramus (N.J.) Building Supply Co., 
learns about a new truck bed kit shown 
for the first time to lumber dealers at 
the NRLDA Show from the manufac- 
turer’s general manager Stanley Fox. 

Fox Body Co. supplies the dealer with 
the metal side rails, corner brackets, gus- 
sets for aligning cross members and 
stringers in a bundled form that is 
shipped packed and painted as a kit. By 
using standard lumber from his bin stock 
and following the easy-to-use instruc- 
tions, a dealer may easily construct the 
12’ truck bed, says maker. Or, he may 
sell the kit and lumber to farmers or con- 
tractors. The kit retails for $99.50. Of- 
fering a retail markup on cost of 25%, 
the kit is available to dealers from distri- 
butors or direct from maker. Fox Body 
Co., Dept. AL, 1111 Galena, Janesville, 
Wis. 
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A New Truss Fabricating 
Machine Is Introduced 


One of the biggest crowd-pullers at the 
recent NRLDA Exposition was a series 
of daily demonstrations by Teco of a 
new type of truss fabricating machine. 
Full-scale Teco trussed rafters were com- 
pletely fabricated and assembled by Teco 
engineers in a space measuring less than 
150 square feet. 

Called the Rafter-Matic, the new ma- 
chine utilizes two movable drill presses 
and three adjustable saw guides posi- 
tioned accurately and rapidly through the 
use of a special dial-o-matic control. In 


For more facts, use 
handy back cover 
coupon. 


December 21, 


a matter of seconds, the machine can be 
set to accommodate any combination of 
slopes and spans without the need for 
building a pattern truss. All cutting and 
grooving dimensions are automatically 
determined by the machine. 

Although only 22’ in length, the 
Rafter-Matic will cut and groove mem- 
bers for trusses ranging in span from 20’ 
to 36’ with slopes running from 4/12 to 
7/12. Convention-goers watched two 
men completely build 22’ full scale 
trusses in less than 10 minutes. No as- 
sembly jigs or special presses were nec- 
essary because of the automatic align- 
ment feature provided by Teco split rings. 
Timber Engineering Co., Dept. AL, 1319 
18th St., N-W., Washington 6, D. C. 
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A Connector Plate for Use in 
Prefabricating Wall Panels 


Owner W. C. Pauley, Jr. (left), Pauley 
Lumber Co., Hastings, Nebr., studies a 
new Gang-Nail connector plate for use 
in the prefabricating of stud wall panels 
shown to him by the manufacturer’s in- 
dustrial engineer Don Gallagher. 

Introduced to lumber dealers for the 
first time at the NRLDA Show, the new 
plate is stamped from 18-gauge galva- 
nized steel rather than the usual 14- 
gauge used in the conventional Gang- 
Nail connector plate, making the panel 
nail about one-half the usual Gang-Nail 
thickness. It may be applied to the panel 
with the same press already being used 
by fabricators for prefabricating roof 
trusses, maker says. The thinner gauge 
plate allows carpenters to drive nails 
through the plate, if mecessary, when 
erecting gypsum wallboard, panel board, 
etc., says maker. 

Available now direct from maker, the 
new Gang-Nail connector plate is man- 
ufactured in two sizes: 1” x 3%”, which 
retails at $1 for 100 pieces, and 
1” x 434”, priced at $1.51 for 100 pieces. 
Literature and a sample may be ob- 
tained by writing Gang-Nails, Inc., Dept. 
AL, 7525 N. W. 37th Ave., Miami, Fila. 
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Specifications and Market Data on Products You Can Sell 

NRLDA 
EXPOSITION 
REPORT 

(Part 2) 


For other Exposition 
reports, see Dec. 7th 
American Lumberman. 


new PRODUCTS 


Also see Contents 
page 5 this issue. 


Because of the plastic surface of the 
new J-M Rock-Shake, air borne dirt and 
dust will not cling. Nature’s rains will 
wash the surface clean and bright, says 
maker. Available in new trend-setting 
colors, the sidewall is an ideal item for 
sale to both new home buyers and re- 
modelers. The Rock-Shakes also can be 
repainted at any time. The deep striated 
texture gives the appearance of fine 
hand hewn shakes. 

Market data. J-M’s new low-cost plas- 
tic surface Rock-Shakes now are avail- 
able from distributors. A dealer may 
buy as little as 12 squares. Sales aids 
include display racks and _ literature. 
Johns-Manville Corp., Dept. AL, 22 E. 
40th at Madison Ave., New York 16, 

; : N. Y. 
panes A Circle No. 209 on Handy Cover Card 
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A Plastic Surface Sidewall 


stal aluminum combination door are a 


Self-Instal Combination Door doorway, a screwdriver ard 10 minutes, 


Sales manager Richard Sargent (right), 
Dougherty Lumber Co., Cleveland, Ohio, 
hears manufacturer's representative G. 
MacMichael tell the merits of Johns- 
Manville’s new plastic surface Rock- 
Shake Sidewall. 


A Self-Instal full-inch extruded alumi- 
num combination door is available for 
every doorway size, even off-beat ones 
in very old houses or new ones, says 
maker. 

All a homeowner needs for a Self-In- 


explains the maker’s sales manager Les- 
ter Miller (right) to salesman W. J. 
Brinker, Jr., Fores: City Material Co., 
Cleveland, Ohio, at the NRLDA Show. 
Market data. Suggested retail price of 
the Self-Instal door is $34.95. The Self- 
(continued on page 46) 





“JUST A FRIENDLY REMINDER To suGcest ‘SCOTCH’ 
BRAND MASKING TAPE WITH EVERY PAINT SALE, FILBERT !* 





“SCOTCH” and the plaid design ore registered trademarks of 3M Co., St. Paul 6, Minn, 


PMMiienesora finine ano )fanuracreaine company 
+ WHERE RESEARCH IS THE KEY TO TOMORROW 





100% NYLON 
MASON’S LINE 


(BRAIDED or TWISTED) 


A new item. Now used by masons, car- 
penters and professional mechanics . . . 
increasingly popular with home craftsmen, 
sportsmen and hobbyists. 100 ft. spools are 
packaged in this special display package. 
Wide variety of other put-ups. 


Order from your jobber, 


OM CORDAGE 


JOHN H. GRAHAM & CO. INC. 


105 OUANE STREET, NEW YORK 8, WN. Y. 
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NEW PRODUCTS 


(begins on page 45) 





Instal is packaged in an easy-to-carry, 
you-can-take-it-with-you carton including 
everything that is needed for a perfect 
installation, maker announces. Dealer 
sales aids include displays, literature and 
brochures. Cooperative advertising al- 


lowances also are available. Nu-Trend 
Aluminum Products Corp., Dept. AL, 
140 Eileen Way, Syosset, L. L, N. Y. or 
High St., Gordonsville, Va. 
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Folding Door Unit with Super 
Satin Surface Flush Doors 
Co-owner C. R. Baldauf, left, Baldauf 
& Sons Lumber Co., Marion, Ohio, was 
photographed while studying Farlofold 


folding door unit with Super Satin Sur- 
face flush doors shown to him by the 
maker's sales promotion manager Rob- 
ert Beffel. 

The Super Satin Surface is available 
on both faces of the maker’s Qualitybilt 
flush doors, on the flat exposed birch 
surfaces of Qualitybilt cabinets and on 
the flat exposed surfaces of Qualitybilt 
pine doors. Surfaces treated with the Su- 
per Microseal Process can be painted, 
enameled, stained or finished with a clear 
varnish or lacquer finish or merely 
waxed; in no case is any sanding re- 
quired, it is said. Super Satin Surface 
products offer at least 66% savings in 
finish material cost and 75% savings in 
labor costs, maker states. 

Market data. Farlofold Folding Door 
Units are packed one complete unit to 
a carton. Doors are complete with all 
hardware and pulls. Available from dis- 
tributors, the units are ideal items for 
both consumer and contractor sales. A 
dealer may buy the units for each job 
as needed. Sales aids include price lists, 
miniature working models of the doors 
and cabinets and planning guides. Far- 
ley & Loetscher Mfg. Co., Dept. AL, 7th 
& White, Dubuque, Iowa. 
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Vista-Vent Window Introduced 


A new R.O.W. window with a smart 
custom look is admired by manager 
Carroll Spoelstra (center) and superin- 
tendent Carl Miller (right) of Capitol 
Lumber Co., Grand Rapids, Mich., while 
manufacturer’s sales manager J. Hertz- 
berg tells advantages of the operating 
hardware. 

By combining the features of the 
picture window and the awning window, 





Vista Vent brings picture window view 
to the smaller room. Upper sash is 
non-operative, but can be removed when 
necessary by taking out only a few 
screws. One crank (on the right-hand 
side only) opens, closes and locks the 
Vista-Vent R.O.W. Sure-Lok awning 
window under fixed sash. 

Market data. R.O.W. Vista-Vents now 
are available in three markets, including 
Ill., Ky., Wis. and Ind., with national 
distribution planned. Sold as a completely 
assembled unit, the window is an ideal 
item for both consumer and contractor 
sales. A dealer may buy the Vista-Vent 
units as needed. Sales aids include a 
sound color movie, literature, counter 
cards and consumer handouts. Cooper- 
ative advertising allowances also are 
available to dealers. R.O.W. Sales Co., 
Dept. AL, 1365 Academy Ave., Ferndale 
20, Mich. 
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TRIM PRODUCTION COSTS... 


Give better cut-to-size service 


WITH A 


BENNETT 2-WAY PANEL SAW 











Cross cuts 


Both cross cuts and rip cuts 
can be made without re- 
moving panel from ma- 
chine. One man can handle 
a 4’ x 12’ panel! 











RICHARD C. BENNETT MFG. CO. 
Box 339 
LACEYVILLE, PENNSYLVANIA 


RESEARCH 


LUMBER DEALERS 
ESEARCH 


OUNCIL 
Design Approved -Job Tested Product) 


hLtarre-Co 





WRITE FOR 
LITERATURE 





| Rip cuts 
: Cross cuts or rips panels of 
© TILEBOARD @ PLASTICS AND 
© HARDBOARD _—~PLASTIC 
© PLYWOOD LAMINATES 
© ALUMINUM WRITE FOR 
LITERATURE 
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Trade Mark 





Registered 





DOUGLAS FIR 


PONDEROSA PINE— SUGAR PINE 


WHITE FIR 


INCENSE CEDAR 
Annual Production 56 Million 


High Altitude, Soft Textured Growth 
Modern Moore Design Dry Kilns 
Manufacturer and Distributor 


PAUL BUNYAN LUMBER CO. 


SUSANVILLE, CALIFORNIA 
Sales Office at Susanville, California 





ANDERSON, CALIFORNIA 








46 Circle No. 60 on Handy Cover Card 


December 21, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 











Non-Ducted Hood Fan Offered 


NuTone’s new Triple-Aire hood fan 
is especially designed for use where out- 
side ducts are not available explains 
manufacturer’s representative Ang Vien- 
na (left) to architect William Austin 
(center), Bestway Building Center, Spo- 
kane, Wash. and T. T. Sneddon, general 
manager, retail division, Boise (Idaho) 
Cascade Corp., at NRLDA Show. 

A powerful 4-speed fan in the hood 
pulls the grease-laden air into a large 
aluminum mesh filter directly above the 
range. After being freed of grease, the 
air passes next through a special Micro- 
Flo filter, which removes smoke and 
draws it through an activated charcoal 
filter which eliminates odors. The hood 
extends 21” from the wall to completely 
cover the front burners. 

Market data. The hood fan is offered 


in 30”, 36”, and 42” widths in five differ- 
ent hood finishes. It may be attached 
to cabinets or a wall shelf. Wiring can 
be plug-in or concealed. Suggested retail 
prices range from $109.20 to $144.70. 
Offering a retail markup on cost of 40%, 
the hood is available from distributors. 
A dealer may purchase as little as one 
unit. Sales aids include literature and 
displays. Cooperative advertising allow- 
ances also are available to dealers. Nu- 
Tone, Inc., Dept. AL, Madison & Red 
Bank Roads, Cincinnati 27, Ohio. 
Circle No. 213 on Handy Cover Card 





Plastic-Coated Aluminum Siding 


Martin Mintzer, public relations, and 
Saul Schmidt, president, Solmica, Inc., 
introduced for the first time at the 
NRLDA Show their firm’s plastic-coated 
aluminum siding. 


Called Solmica, the siding is made 
from Reynolds aluminum. It is available 
for both vertical and horizontal applica- 
tion. It is offered in eight beautiful 
colors and in the new features of wood 
grain design. The new product is quality 
controlled by the U. g Testing Co. in 
Hoboken, N. J., maker announces. It 
also was used on the Lu-Re-Co display 
home at the NRLDA Show. 

Market data. Solmica Aluminum Sid- 
ing features hidden nail construction. It 
now is available from distributors or 
direct from maker. It is especially de- 
signed for both consumer and con- 
tractor sales. Dealer sales aids include 
literature and a consumer mailing piece. 
Solmica, Inc., Dept. AL, 4636 Easton 
Ave., St. Louis 13, Mo. 
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Ah-h-hh. . Something New Again 


Turn to back cover for a time-saving, 
brand-new idea in inquiry cards for 
busy dealers. 





TWINE 


ASSORTMENTS 


mum _ inventory. 


your jobber for full information, 








King Cotton Twine Assortments put your 
dealers in a wide variety class with a mini- 
Assortments include gift 
twine, kite twine, parcel post twine, jute, 
india: large and small balls. Write or ask 





JOHN H. GRAHAM & CO. 


105 DUANE STREET, NEW YORK 8, WN. ¥. 





HINGES for 
FOLDING SCREENS 
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5. “PARKER HARDWARE. MEG. CORP. 
Quality Hardware Since 1900 
27 LUDLOW STREET © Phone WAlker 5-6300 © NEW. YORK 2, N. Y 





BUTT HINGES 


me 
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Classified 


Advertising 





Terms — Cash With Order 
Minimum Charge $7.50 


Rates: 

1 Time —30c per word for each insertion. 
Minimum charge of $1.50 per line. 

3 Times—-25¢ per word for each consecutive 
insertion. Minimum charge of $1.25 
per line. 


Add $1.75 per insertion for biind ads bearing 
box number. 


No agency commission or cash discount 


allowed. 


All ads for classified section must be in Pub- 
lisher's office 14 days preceding date of pub- 
lication. Advertisements are set in uniform 6 
point style. No cuts or special borders al- 
lowed. Replies forwarded without additional 
charge. Count five words to a line and when 
less are specified or used, regular line rate is 
charged. When answering box numbers or 
mailing copy for ads address them to: 


AMERICAN LUMBERMAN 
59 East Monroe St., Chicago 3, Ill. 
Phone: Fi 6-7788 





HELP WANTED 











Building Material Sales 
The Insulite division of the Minnesota and 
Ontario Paper Company offers rewarding 
sales career opportunities for young men 
(ages 26-35 poseeezee) in this well-estab- 
lished, yet expanding organization. We are 
seeking men with proven sales ability whose 

positions may not offer sufficient 
halons of or op og amapen, for advancement. 
New men are paid on salary during an initial 
ee gS period and upon territory assign- 


emerson on a sala lus bonus 
basis. > addition, th one 


itions offer ex- 
ceptional wwe benefits paid for by the 
company. Car furnished. 


Write I n Lindert, Minnesota and Ontario 
Paper Co., 500 Investors Bidg., Mpls. 2, Minn. 





Ass't. Manager, owner preparing to retire. 
Good chance for right man in unworked 
Penna. Dutch area. Set up package _— 
Address Box K-43 American Lumberman & 
Building Products Merchandiser. 








HELP WANTED 








BUSINESS FOR SALE 














FIELD SALES PROMOTION POSITION 
AVAILABLE 


Chicago Division of one of the largest in- 
tegrated lumber manufacturers has a po- 
sition open for an experienced young man 
who is ready to assume greater responsibility 
in the development and distribution of forest 
products. An excellent opportunity. Write 
oe lly etc., to Box K-55 American 
eae & Building Products Merchan- 
ser. 





SITUATIONS WANTED 











Have extensive experience in top manage- 
ment of th line yard and large volume 
independent ey operations. Thoroly fa- 
miliar with all phases of retail building ma- 
terial ee. PGollese graduate. baa a4 


employed. ire ee. Address Box K-50 
American Lumberman & Building Products 
Merchandiser. 





Assistant Manager of lumber ard millwork 
desires change. Millwork, trusses, lamina- 
tions experience—sales and service. Non- 
drinker. Want to change at first of year. Ad- 
dress Box K-52 American Lumberman & 
Building Products Merchandiser. 





YARD MANAGER AVAILABLE 
Lumber and building materials yard man- 
ager. Ten years experience purchasing, sell- 
ing and store merchandising. Available 
pose yt he  mwegg Chicago metropolitan 
area. Address Box K-57 American Lumber- 
man & Building Products Merchandiser. 





TREASURER-CONTROLLER 
Opportunity desired by experienced Ac- 
counting-Credit-Office management execu- 
tive of large concrete and bldg. materials 
yard. Graduate accountant, banking back- 
ground. Welcome retirement. understudy 
role. Address Box K-54 American Lumber- 
man & Building Products Merchandiser. 





SALES REPRESENTATIVE 
AVAILABLE 











Representative Position Wanted 
Want new approach to large territory? I 
have 15 years owner, manager of lumber 
yard; 5 years as general contractor. Have 
good plane and commercial license, 39 years 
old, four children, presently located central 
Utah. Would relocate if deal is suitable. 
Manufacturers direct deal preferred. Address 
Box K-49 American Lumberman & Building 
Products Merchandiser. 





WANTED: Experienced Lumber Estimator 
Salesman for long established retail yard. 
Must be capable and willing. State quali- 
fications and salary expected. Address Box 
K-56 American umberman & Building 
Products Merchandiser. 





RETAIL YARD MANAGER—to act as as- 
sistant to President, with complete responsi- 
bility for central yard, and supervision of 
branches. Must be now employed, under 40, 
with record of growth of sales volume for 
which applicant was responsible. Prefer man 
with engineering or architectural degree, 
or experience in mortgage finance, invest- 
ment building and tract development. 
Send complete resume of education and em- 
ve Salary open. plus pn mee | 
Address Box K-58 American Lumberman & 
Building Products Merchandiser. 
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BUSINESS FOR SALE 











Lumber, Bldg.. Materials, and Fuel business 
in small town tern Penna. Modern 
store, yard, and equipment. Room for ex- 
pansion. Excellent nity for an hon- 
est, essive man ent owner retiring, 
financing can be arranged. Address Box 
K- American Lumberman & Building 
Products Merchandiser. 





FOR SALE OR LEASE 
Excellent Retail Lumber yard located on 
Highway 63 in San Joaquin Valley Calif. 
Large store, ample buildings, rene spur, 
| arnen gy room for pre-fab. Easy terms. Byron 
annon, P. O. Box 158, Cutler, Calif. 


Lumber Yard For Sale 

Lumber Yard for Sale in Oklahoma City 
due to owner’s retirement account of age. 
lished business, yearly excess 
,000,000.00. Sell or lease equipment and 
improvements to renpeuminle parenaeee. No 
bonus. mag yet d at market. Exceptional op- 
ey. Address Box K-53 American Lum- 
Borsnass & Building Products Merchandiser. 





MISCELLANEOUS FOR SALE 











CARPENTERS APRONS 
Write for prices and information. 
THE MINNESOTA S 


PECIAL 
119 North Fourth Street 
Minneapolis 1, Minn. 





ceeeke an FACTORY 
'USTOM MILL CLOSEOUT 

GUM Sap 7M 4/4 #1 C&Btr 1M 5/4 x. 6/4 

10/4 9M 12/4 MAHOG Afr 4M Sel- 
&Btr 6M 12/4 Porat 4M 5/4 SeleBtr 6M 
6/4 Ex Com YP 8 4 #1 Com&Btr PONDE- 
ROSA 15M 5/4 Fas Redwood 10M 5/4 CAH 
8M 8/4 CAS Address Box K-51 American 
—- & Building Products Merchan- 

iser. 
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MANAGEMENT WORKSHOP-IN-PRINT 


“Most Costly Blunder | Ever 


Made as a Manager’ 


BY 
ART 


HOOD 








[One of the most valuable single features of our work- 
shops is the contribution of each workshopper of “The 
Worst Mistake I Ever Made.” This is the fourth install- 
ment of these which are included in the workshop texts. 
Graduates review them quarterly on the theory they can 
learn from and profit by others’ mistakes. 

The amount of pain, sorrow, suffering and frustration 
involved in these confessions of error is immeasurable. 

On the other hand, the avoidance of losses, headaches 
and heartaches to be had by not making these same mis- 
takes in the future can be gratifyingly appraised by the 
student who is seeking the better way.] 


“Didn’t take the trouble to patiently fit new employes 
into the team—showing them not only what they should do 
individually—but how to work with the team.” 

“Persuading an employe to stay on after he wanted to 
quit.” 

“Failure to take steps to solve a problem as soon as it 
came to the surface instead of hoping it would solve itself.” 

“Not realizing that the items used with lumber in con- 
struction are vital inventory in the successful and profitable 
sale of lumber itself.” 

_ “Not having the vision, imagination and daring to get 
into package selling business for myself instead of waiting 
for a hesitant employer to get off the spot.” 

“Failing to realize that I can’t delegate final repsonsibil- 
ity even though I put authority on subordinates’ shoulders.” 

“Failure to analyse and uncover the full buying power of 
our trading area. 1 have been underestimating it badly.” 

“Too much ‘I’ and not enough ‘we’ and ‘you’ in my 
thinking.” 

“Not reviewing, clipping, filing and acting upon ideas 
given us in the trade journals.” 

“Failure to open my mind to new ideas that others are 
profiting by.” 

“Permitting myself to be surrounded with a group of 
‘yes’ men who are afraid to speak up to the boss.” 

“Not having a healthy skepticism when some salesman 
brought me an improved idea and plan.” 

“Not listening enough.” 

“Endorsing a relative’s note.” 

“Not checking on my insurance coverage until too late.” 

“Setting a poor example for my employes by failing to 
charge for materials for my own home.” 

“Assuming trusted employes were honest. Theft couldn’t 
happen in our organization—but it did.” 

“Permitting careless housekeeping in store and yard. Not 
only lost us business and profits but lowered morale—our 
people became ‘shabby’, too.” 

“Assuming that everybody in the community knew us— 
that there was little need to advertise.” 

“Allowing friendship to take precedence over good busi- 
ness judgment.” 

“Forming partnership and retaining only 40% interest. 
Was forced out.” 

“Starting a contracting business without budgetary con- 
trol. Lost $25,000 before we knew it.” 

“Failure to purchase a readi-mix plant at bargain price.” 

“Waited six months before dealing with cash and carry 


competitors, instead of meeting problem promptly and 
squarely,” 

“Permitting our tract builder to dominate my sales vol- 
ume. Too many eggs in one basket.” 

“Failure to buy farm on outskirts of my trading area. 
Now worth 20 times what I could have bought it for.” 

“Failure to marry the boss’s daughter 32 years ago.” 

“Letting union organizers get a head start on me,” 

: “Failure to recognize the profit in compensatory pric- 
ing. 

“Not being generous enough with my commission sched- 
ules to keep good men.” 

“Permitting salesmen to talk me into meeting unprofit- 
able price competition.” 

“Buying a large deal of merchandise without thoroughly 
checking the company, the product and state regulations 
governing labeling of such merchandise.” 

“Allowing related building products once controlled by 
us to slip into the hands of applicators and specialized 
groups.” 

“Delaying the setting up of an effective credit depart- 
ment.” 

“Not collecting 1% service charge on past dt } accounts 
long before I did.” 

“Could have bought enough stock in company to make 
my share over 50% and passed up the opportunity.” 

“Permitted unqualified people to answer phone calls.” 

“Not buying out competitor when we had a chance.” 

“Starting to work as manager for a firm without a writ- 
ten contract.” 

“Inaccurately estimating my costs on an end-use package 
and losing a pile of money.” 

“Disagreed with a fanatic when other customers were in 
the store.” 

“Not giving proper and immediate attention to cus- 
tomer’s complaints.” 

“Giring order takers instead of top quality salesmen.” 

“Failure to admit my errors to myself—and change.” 

“Didn't give package selling a thorough enough trial be- 
fore deciding it wasn’t for me.” 

“I failed to follow through on the objectives I set up my- 
se lf.” 

“Letting personal problems destroy my working efficien- 
cy." 

“Didn't study and prepare myself for management well 
enough.” 

“Got too involved in details. Didn’t take time to think.” 

“Didn't take time to earn the respect, loyalty and affec- 
tion of those working under me.” 

“Put too much of my capital in fixed assets.” 

“Doing too much work myself. Permitting employes to 
stand around and watch me work.” 

“Spent too little time supervising sales work.” 

“Didn't provide enough help and inspiration for my 
salesmen.” 

“Having insufficient selling manpower to capitalize on 
the opportunity for my business.” 

“Over-emphasis on new home business. Failed to realize 
tremendous profit opportunity in home improvement sales.” 

“Failure to ask my suppliers for a written distribution 
policy together with their definition of a wholesaler and a 
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Oh, never mind! 
Woman to psychiatrist: 
remember a word that I’ve said.” 


“Doctor, I’m in trouble. I can never 
Psychiatrist to woman: “That’s bad. How long has this been 
going on?” 

Woman to psychiatrist: “How long has what been going on?” 


This joke is too good not to steal. A lady with a tight skirt 
was trying to step up into a bus and was having difficulty with 
the first large step. So she reached behind her and unzipped 
her skirt a little way, but still couldn’t make it. She unzipped a 
little farther but couldn’t quite reach the step yet. 

After the third try a man standing in back of her gave her a 
swat on the behind and she jumped up into the bus with a 
haughty, “I beg your pardon!” to the man. 

The man replied, “Lady, what are you complaining about? 
You just unzipped my pants three times!” 

* * ~ 


It’s Santa Claus season and frankly, friend, let’s face it bold- 
ly. There ain’t one, not really. 

But a world of goodies and gladness is nevertheless a solid 
year round fact for those who play it wisely. In this connection 
may we suggest that the MAUK Lumber Co. has for half a 
century provided a product of proven merit to retail lumber 
dealers. 

Frankly, Mr. Lumberman, dealing with MAUK is the nearest 
thing to hanging up that Christmas stocking. 

* * + 

Simple Celia says our modern emphasis on personal hygiene 
makes it too easy for a man to confuse a ciean shirt with a 
pure heart. 

* * * 


Sign in a smal! grocery store: We do not cash checks. At 
one time we did. 
* * * 


Overheard in a locker room: “I love golf—it makes me forget 
who I’m married to and who I’m working for.” 
a * * 


Do You Know What Dep'’t.: 

Do you know what’s wrong with a good joke? It makes your 
listener remember a dull one. 

Do you know what’s wrong with an inferiority complex? The 
people who ought to have one never do. 

Do you know what’s wrong with The MAUK Lumber Co.? 
Nothing! 


* * * 


Merry Xmas 


MAUK Seattle Lumber Co. 
Seattle, Washington 





The C. A. MAUK Lumber Co. 
Toledo, Ohio 
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retailer. When I finally tried this, to my great surprise it 
worked and I have much less by-passing.” 

“Didn't meet threat of a new competitor who had men 
out canvassing for consumer business 14 hours a day. Like 
the Russians, he has a head start and I’m having trouble 
catching up.” 

“Trying to carry the whole management load myself. 
Failure to delegate sales management responsibility.” 

“Failure to tackle large industrials and analyse their re- 
quirements.” 

“Didn’t listen to a fork-lift salesman when he proved he 
could save me money.” 

“Not taking my people into my confidence and getting 
their help in solving company problems.” 

“Not learning sooner that I could get a profit selling 
construction labor as well as materials.” 

“Failure to go to the workshop when my association first 
announced it.” 

“Buying a speculative inventory.” 

“Failure to plow back some of our profits in improved 
merchandising facilities.” 

“Permitting my love of ease and pleasure and content- 
ment with things as they were to blind me to growing op- 
portunities in this business. As a result, have lost both po- 
sition and profit to competitors. I am determined that this 
shall be temporary.” 

“Had opportunity to go into land development program 
and passed it up.” 

“Didn’t appreciate the value of a sales profit and expense 
budget, costing my tickets and getting a monthly profit and 
loss statement.” 

“Listening to the high pressure salesman for a notorious 
Chicago management engineering firm, instead of coming 
to the workshop.” 

“Spent several thousand dollars with a Chicago manage- 
ment consulting firm (who did not belong to Association 
of Management Engineers). It was almost totally wasted.” 

“Being foolishly sentimental in handling incompetent 
employes.” 

“Not filing mechanics’ liens on one of my friends. Wiped 
out half a year’s profit.” 

“Permitting my salesmen to meet competitive prices 
without executive approval.” 

“Not realizing that efficiency can only be reached 
through persistent study, analysis and hard work.” 

“Failure to take action to tap the home improvement 
market when home building started down.” 

“Trying to operate with an inadequate number of sales 
people.” 

“Failure to apply the principle of variability in pricing as 
applied to the service rendered, turnover, etc.” 

“Got panicky when cash and carry yard opened up near- 
by—almost sold my yard. Wasted months before I tight- 
ened my belt, went to work and beat them.” 

“Not cashing in on opportunity to take on prefabricator’ Ss 


franchise.” 
AAH 





ATTEND AN ART HOOD MANAGEMENT 
WORKSHOP THIS WINTER. . . 


Make your reservation now . . . notify the sponsoring 
association or Armerican Lumberman, 56 E. Monroe St., 


Chicago 3, Ill. 

Jan. 18-22, 1960—Texas Lumber Dealers Assoc., 
Austin, Tex. 

Feb. 24-28, 1960—Southern California Lumber Deal- 


ers Assoc., Santa Monica, Calif. 

Mar. 14- 18, 1960—Western Retail Lumber Dealers 
Assoc., Seattle, Wash. 

April 13-17, 1960—Ohio Association of Retail Lumber 
Dealers and neighboring states, Granville, Ohio. 
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CABINET HARDWARE CREATIONS BY MEDALIST 


reaturine YZ MODERN AND PERIOD- 


INSPIRED MATCHING pesians. YU SELECT 


WILLIAMSBURS 


GROUPINGS FOR MINIMUM INVESTMENT. 


Yi’ DISTINCTIVE, COMPACT DISPLAY 


BOARDS FOR EACH GROUP 


Today, the big demand is for cabinet hardware that expresses 
individuality and distinction. That's why you'll want to stock and sell 
these brilliant new modern and period creations by Medalist. Ten 


groupings in all. Write us for information and prices, then place your 


display board 


order for the groupings that will return the biggest profits to you, 


National Lock Company, Rockford, Illinois 


with each 
grouping 
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ABOVE 
ALL... 
IT’ 


-BARRETONE’ 


The Fiberboard Ceiling Tile with advantages like these: 


SUPERIOR PRODUCT COMBINING STRENGTH AND UNI- 
Formirty ... Manufactured by Barrett’s unique Chem-fi process 
that means: More strength to tongue and groove... Easier, 
smoother, faster fitting... Tile stays flat—looks better longer 
... Uniformity in all directions. 


SOAKS UP NOISE... Your customers will enjoy new quiet and 
peace of mind with “Barretone”’ Ceiling Tiles. Perforated types 
cushion and absorb sounds, make any room more livable. 


HANDSOME DECORATOR PATTERNS... There are several dis- 
tinctive “Barretone”’ Tile Patterns to choose from, plus white and 
perforated. They combine color and pattern in a modern, sophis- 
ticated manner that harmonizes with every decor and interior. 


GOOD LOOKS PLUS STRONG INSULATION . . . These wonder- 
ful tiles contribute insulating value as well as good appearance— 
make rooms cooler in summer, warmer in winter. 

EASY TO HANDLE... Goes up 1-2-3. Both Do-it-Yourself dec- 
orators and professional applicators can put up lightweight 
“Barretone”’ ceilings in matter of only a few hours. Just nail or 
staplean entire “Barretone”’ Tile Ceiling in place—it’s that simple. 
SPECIAL BARRETT PAINT FORMULA ... “Barretone”’ is com- 
pletely washable, flame-resistant. Stays bright and white... 
sets off decor handsomely. 


ECONOMY .. . Best of all—‘“‘Barretone’”’ Ceiling Tiles are priced 
to fit everyone’s budget. 


and in addition Barrett gives you sales advantages like these: 


CONVENIENT PLANT LOCATIONS—Centrally located for fast 
delivery. A phone call or wire to one of Barrett’s district offices 
is all that’s needed to rush a supply of ‘‘Barretone”’ Tiles direct 
to your store. 

SMALL INVENTORY— You don’t have to use up valuable 
storage space with a big inventory of ‘“Barretone’” Ceiling 
Tiles. Your order can be taken and sent to you at practically 


District Sales Offices: 

9261 Madison Ave., NEW YORK 16, N. Y.; 36th 
and Grays Ferry Ave., PHILADELPHIA 46, 
Pa.; 1327 Erie St., BIRMINGHAM 8, Ala; 
Merchandise Mart, CHICAGO 54, Ill.; 323 
South 67th St.. HOUSTON 11, Texas; 3121 
Euclid Ave., CLEVELAND 15, Ohio; 764 
Vandalia St., ST. PAUL, Minn. 


BARRETT DIVISION 


40 Rector Street, New York 6, N.Y. 


a moment’s notice. 

BIG PROFITS— More and more people know about the ad van- 
tages of “Barretone’”’ Tiles. That’s why—all over the country— 
they’re buying more, using more of these wonderful fiberboard 
ceilings. An expanding market like this can mean only one thing 


—a bigger profit picture for you. 
*Trade Mark of Allied Chemical Corporation 


llied 
hemical 
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